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Seattle—Great City of the Pacific Northwest 


N AIRVIEW of the metropolitan business district of 
Seattle with the Lake Washington floating bridge in the 
upper part of the picture The bottom shows the double 
decked viaduct being completed to handle automobile traffi 
to and from the industrial area through the city to resi 
dential sections Also pictured is a small portion of the 
watertront 


neck of land between Puget Sound and Lake Washington 
125 nautical miles from the Pacific Ocean; 111 miles south 
of the Canadian border; 804 miles by water north 
Francisco; and 2,188 miles by rail from Chicago is a 
port of entry: headquarters of the Washington Customs 
District; county seat of King County; the largest city in 
the Pacific Northwest; and the largest city of its age in 
the world 


Seattle. the chief city of Washington, is situated on a 


Seattle was founded in 1852 and incorporated in 1869 
with an area of 10.86 square miles It was a little-known 
lumbering town when in 1897 the discovery of gold in the 
Yukon territory changed it almost overnight into an im 
portant commercial center By 1900 the population was 





80,671; 1910, 237,194; 1930, 368,302: and 1950, 467.591. To 
lay the population totals more than half a million 


The climate is moderate, favorable to industry and health 
ind encourages outdoor recreation the year round The 
iverage summer temperature is 6 degrees and has never 
reached zero in the winter. The annual rainfall is less than 
that of many Eastern and Southern cities 


Seattle's export and import trade made surprising large 
strides during the past year Over the past ten-year period 
export trade increased 67.1 per cent. The public school sys 
tem includes 67 grade schools, 14 special schools, 7 junior 
high schools, 8 high schools and a vocational school The 
enrollment at the University of Washington for 1950 was 
14,683 students and it has the distinction of being the only 
school with a school of fisheries in the United States. A 
new dental and medical school was established in 1946 and 
it present the University is engaged in a $25,000,000 build 
ing program 


Seattle is the home of the Retail Credit Association of 


attle. one of the largest active units of the National 
Retail Credit Association in the great Pacific Northwest 





How far can you see a dollar? 


Look two months ahead: With no collection activity, 
today’s accounts receivable dollar is worth go cents. 
After six months, you'll collect 67 cents, 45 cents after 
a year, 23 cents after two years, 15 cents after three. 
And on any account five years old, you'll be lucky to get 
even one cent on the dollar. 


Your money idle in uncollected accounts is not only 
tied up and unusable, but also fast disappearing from sight! 
Your local member of the Collection Service Division 
(Associated Credit Bureaus of America) can help recover 
your dollars. Call the local CSD member and ask about 
Collectrite service. 


Collectrite Service through affiliated CSD members of 
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Associatep Ceepit Bureaus of America 


7000 Chippewa, St. Louis 19, Mo. 030") RSet iin ant 
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KELLOGG 


@ For Floor Auditing 
@ For Cycle Billing 


Save TIME, MONEY 
and CUSTOMERS! 


To reduce trouble and to in- 
crease customer relations, let 
KELLOGG Credit Author- 
izing Systems speed charge 
sales and banish errors! Let 
your unit clerks authorize 
charge sales from your cycle 
billing files, thereby saving 
cost of separate authorizing! 
Get automatic transfer of 
calls to billing department 
when trays are out of file. 


Write for full information 
— how KELLOGG Credit 
Authorizing Systems are op- 
erating profitably in stores 
from coast to coast. 


Kewoce; 
SWITCHBOARD AND 
SUPPLY COMPANY 


Dept. M41 
66505. Cicero Ave., Chicago 38, Ii! 


An international Telegraph and 
Telephone Corporation Associate 
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STREAMLINED 
LETTERS 


By WALDO J. MARRA 


This book discusses the subject of letter writing as one aspect of 
salesmanship, and shows how every business letter is a sales letter. It 
is practical to the extreme, covering actual letter writing problems 
that a dictator has to confront every day and shows how to handle 
them efficiently and constructively. 





Why is every business letter a sales letter? 
Do you think your letter through “before” dictating, or “after”? 
Have you a vocabulary equal to the ideas you want to express? 
How do leading retail firms handle their correspondence? 
you use “dollars and cents” methods of beginning a letter? 
you “circumnavigate” the subject of your letter? 
you know when “not” to stop your letters? 
your letters carry “eye” appeal? 
How do you say “No” graciously to a customer? 
Are your letters action-compelling ? 





I hese and a hundred other questions are answered for you in a 
clear-cut, interesting manner in this new book. 


Another feature is that it can be effectively adapted as the text for an educa- 
tional course on Streamlined Letters. It is available to credit bureaus and 
credit associations at a special price in lots of 25 or more for Credit School 
purposes. Single copies are $5.00. 





A manual prepared exclusively for the instructor is also available at 
$3.00. Write the National Office for your free copy of “How to 
Organize and Conduct Credit Schools.” 
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NATIONAL RETAIL CREDIT ASSOCIATION 


375 JACKSON AVE. ST. LOUIS 5, MO. 
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A ICAL BUSINESS Correspondence 
ber 1927 was dedicated the Provi- TYP us 
tcce convention wnch,was hid te | entero fam == Costs 40% 


month before, August 9-12. Leopold 
L. Meyer was elected president at this b? ia 
conference and his picture appeared on EVER FIGURE OUT what a business letter 
the front cover of the issue. Mr. Meyer ; 
. : . . . : Stationery 
has maintained an active interest in our ool z 0 
association all these years. He attended a ies : of the column is the high cost of dictation — 40c, 
= > ” . nn . e . 
our Washington Conference in June of Cutten Paper or 40° —your cost. Add your stenographer’s time, 


this year and will be one of the princi- TOTAL COST OF LETTER $1.00 and these two items alone represent about 78% 
pal speakers at our New Orleans Con- of your correspondence expense. 
ference in 1953. ‘ 

> 2 2 

At this particular convention the 
name of the organization wes changed respondence — sales, service, collections, and the 
from the Retail Credit Men’s National 
Association to the National Retail like can be processed with this modern business 
Credit Association in order to include 
the many bureau managers and women 
credit executives who were and now are 
members. The Credit Service Exchange 
Division, made up of 900 credit report- 
ing agencies and maintained as a sepa- 
rate unit, was made a department of the 
organization. Also, the meeting date 
of the annual convention was changed 
from August to June. The bylaws were 
changed to include these new provisions 
and published in this issue. 

x** * 

“Helping the Retail Trade Through 
Credit Organizations,” was the title of 
an address by Guy Hulse, Secretary and 
Educational Director of the Association 
given at the Providence meeting. It 
was published in its entirety as a fea- 
ture article in the issue. 

x** * 

Mark Lansburgh, Lansburgh & 
Brother, Washington, D. C., contributed MODEL 5060 
an article on “Promoting New Busi- 
ness,” in which he said, “The most im- 
on nl ey — —— = pra Models To Meet Auto-Typist Dual Selector contains two large record 
have before you the bureau report on Every Requirement rolls carrying 100 or more prepared paragraphs. By 
the applicant. Solicitation of ae 
So age b ~4 By A By --- 2 jin graphs to be typed, choosing them in any sequence. 
can accomplish more and get quicker Auto-typist runs them off just like a player piano .. . 
action than letters. However, if tele- 
vision becomes a practical reality, I 
suppose the credit man will want to Model 5030 
do the telephoning early in the morn- Selector serted manually to keep the letter completely per- 
ing. 


costs? Well, take a look at that chart. At the top 








Nothing can be done about that, you say? Oh, 


yes you can...with Auto-typist! Your routine cor- 


machine that automatically turns out individu- 


ally typed letters personal as your signature! 





merely pushing buttons, operator selects the para- 


stopping automatically, anywhere in the body of the 


letter, so that names, amounts and dates can be in- 


Operates any type- sonal. Auto-typist 5060 operates any typewriter, man- 


* x * : writer. Permits ual or electric. Send coupon for your free literature. 
An explanation of the accomplish- pushbutton choice 


ments of the credit traders in England of 5-20 different 
was given by G. Harley Denny, General letters 
Secretary, The National Association of eee eee ee eee ee eee eee ee 2 2 2 


Credit Traders, London, England, in AMERICAN AUTOMATIC TYPEWRITER COMPANY 


his article, “Retail Credit Organization 614 North Carpenter Street, Dept. 69 Chicago 22, Illinois 
in Great Britain.” ‘ —S 


° 
Please send me full information on the Auto-typist and your free ‘How ~ 

x*** to Use’ Booklet 4 
The President's Message, by Leopold " . 
L. Meyer, outlined his hopes and ambi- Medel 5100 ame : 
tions for the coming year. He an- S a fen a ° 
nounced the appointment of committees pa , . 
and explained their duties. “National For smaller office. antes : 
Office Items,” completed the September a —_ ‘ . 
; 1On Of ONy electric i e 

1927 issue of 25 years ago. y ty Zone Stote ° 


A.H.H. typewriter. SPREE EH EEEEE EEE EEE EEE EEE EES 
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Our Investment in Credit 


L. A. BUZARD, Credit Manager, Frederick and Nelson, Seattle, Washington 
President, Seattle Credit Bureau 
Past President, Retail Credit Association of Seattle 


ODAY, I am sure most Credit Granters will 
agree that one of our largest single dollar 


accounts on the asset side of our balance sheet 1s 
our investment in customer accounts receivable. 
Let us break this investment down on a per capita 
basis. We, at Frederick & Nelson, find that for 
every staff member of our store, we have an invest 


+ 


ment from $1,600.00 to a peak of $2,000.00 per 


person. This is the sum of money our store has 
invested to maintain their charge accounts. 

Frederick & Nelson believe that their charge account 
investment is sound. It means repeat business and holds 
the customer closer to the store. It is, therefore, the pol 
icy of our store to secure the maximum of credit sales 
with only nominal losses. If this is the case, then the 
promotion of profitable credit accounts must be foremost 
in the mind of every employee of the Credit Division. 

Our approach to building up our credit business 1s 
through our Credit Sales Promotion Department. The 
first phase of our promotional activities is the reactiva 
tion of dormant accounts. We place great emphasis in 
reaching our charge customers that have stopped charg 
ing, as we have discovered that the customer in or out of 
Seattle likes to be informed that he has been missed. This 
is true whether or not he has just drifted away, gone on a 
cash basis or become displeased over a purchase or some 
customer service. In the latter cases, a mere apology is 
usually sufficient. 

We use the statement message technique in reaching 
all of our customers whose accounts have not been used 
within a twelve-month period. The following message, 
in longhand, is photographed on a blank statement: 

No, this is not a bill, you owe us nothing because you 

have not used your charge account lately. 

We sincerely hope we have not displeased you in any 


way, and that nothing has happened to cause you to 
change your opinion of us 


Won't you write a few lines on the back of this state 

ment telling us why you are not using your account, and 

how we may be of greater service? Please use the 

enclosed postage-free envelope. We will be most ap 

preciative 

The response to this statement message has always 
been far above our expectations. In fact few complaints 
or criticisms are received. In most cases the responses are 
very flattering to the store. In circularizing these state- 
ments we use penny postage meter mail against the usual 
three-cent postage used in sending letters. This has re- 
sulted in considerable savings. We also send direct mail 
advertising with statement message to our out-of-town 
customers which has given us many mail order sales, that 
usually more than offsets the entire cost of preparing and 
mailing this message. 

In the case of those messages classified as complaints or 
criticisms directed against employees, slow mail-order 
services, high prices, etc., the messages are directed to the 
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heads of the respective departments for their personal 
attention, to be acknowledged, either by phone or letter. 
This statement message technique, although not a new 
idea, has proved successful. This success, we believe, is 
attributed to the appeal and punch that is: put into the 
message. 

The second phase of our promotion activities is solicit 
ing new credit customers. There are many methods 
used in soliciting new customers, and we have used about 
all the various sources in securing new accounts. We 
realize that considerable money can be spent in such so 
licitations and that we must spend our money on such 
sources that will produce the best results. 

Our credit sales promotion program calls for solicita 
tion of in-town customers through sources such as new 
members to exclusive clubs, newlyweds and newcomers. 
Newspapers are reviewed daily for the latter two sources. 
Periodically, cash sales tickets are reviewed for prospec- 
tive charge customers. 

One of our best sources for new accounts is in areas 
outside of Seattle, particularly in the higher income 
regions! Directories are used in such _ solicitations. 
Names are screened and letters sent inviting the out-of 
town residents to become charge customers of our store. 
The response to this method of charge account promo 
tion has proved very successful. 

The third phase of our credit sales promotion program 
is seeking new credit services especially to reach those 
customers who cannot afford the usual regular 30-day 
account, or who are budget minded and wish to have 
their immediate purchases in the soft lines paid for on 
an extended payment basis in lieu of paying their bill 
in full the following month. 

This phase of our promotional activities was accom- 
plished some time ago by adopting a new credit service 
called the “Plan-A-Count.” Customers are given a line 
of credit to purchase merchandise in the soft lines to 
be paid within a three- or six-month period. A Charga- 
Plate is issued immediately and purchases may be made 
at any time. We have had excellent customer acceptance 
of this plan and believe that a great deal of plus busi 
ness has been received since the Plan-A-Count was first 
introduced. 

The principal feature of the Plan-A-Count is that it 
is like a 30-day account in that the customer can pur- 
chase any soft merchandise throughout the store by sim- 
ply presenting her Charga-Plate and saying “Charge it, 
please.” The Charga-Plate takes the entire transaction 
out of the installment category and places it on a much 
higher plane. It carries with it prestige, and customers 
feel that they have a regular account. 

We think the charge customer is important. She is our 
customer. The cash customer is anybody's customer. 
It is estimated that about one family out of two and 
one-half charges at our store. Our objective is every 
family. tk 





Credit Operations in a Specialty Store 


FRANK W. PRICE, Credit Manager, Jean Hall, Inc., Seattle, Washington 
z President, Retail Credit Association of Seattle 


S THE credit manager of one of Seattle’s leading 
A women’s specialty stores, | have become increasingly 
aware of the important role played by the smaller busi 
nessman in the economy of our nation. A recent sales 
survey stated that the country’s 100 largest retail com 
panies, operating more than 2900 stores, do approxi 
mately 15 per cent of the nation’s retail business, and 
85 per cent is done by 1,700,000 smaller stores. About 
one-third of our total retail volume, which amounts to 
nearly 140 billion dollars a year, is done on credit. 

It rightfully appears that the disadvantages confront 
ing the smaller merchant in extending credit to the gen 
eral public are somewhat overwhelming when compared 
to the facilities offered by the larger firms. In the mat 
ter of credit sales promotions we are faced with limited 
funds and lack of sufficient personnel to execute our plans 
in most instances. 

Management of the small store is usually forced to 
keep expenses reduced to a bare minimum in the opera- 
tion of the credit department. In many cases, expenses 
of this department are reduced to a point where it is 
dificult to serve the best interests of the customer or 
of the store. Consequently, we must take other means 
to obtain new credit customers and maintain good cus 
tomer relationship. 

On the other hand, I feel the smaller businessman 
has a number of advantages over the larger merchant 
which can be exercised and developed to their utmost. 
\mong some of these I would list flexibility, simplified 
system control, informality, originality, freedom, and 
personalization. ‘There are many others, but greatest 
of all is personalization. 

Our store, which is locally owned, is situated between 
two major chain department stores. Strategically speak 
ing, we have one of the finest locations in our city 
as we happen to be on the same side of the street as the 
stores mentioned. There is a continual flow of trafhc 
from one department store to the other past our firm. 
Therefore, we do our best to divert as much of this 
traffic into our store as possible. 


Friendship Is a Great Asset 


Friendship, in our particular business, is one of our 
greatest assets. Although we do not have the luxurious 
surroundings of some of our neighbors and cannot spend 
the thousands of dollars they do for advertising, we do 
create as friendly an atmosphere as possible for our cus- 
tomers. We recognize that there is nothing more valu 
able to our business than friendship with our customers 
A customer has feelings and 
emotions like any of us, and it is wise to remember that 


and the general public. 


he is not dependent on us but we are dependent on him. 
Along with friendliness goes courtesy and a friendly 
smile. It has been said, “Courtesy is the lubricant that 


makes it possible to operate business smoothly. It is as 


essential to business as oil to an automobile. Courtesy 
costs so little and pays so well.” 

We all realize the importance of a friendly smile, but 
many times when we think we are smiling we are actu 
ally smirking. When we truly smile the eyes also smile, 
while in a smirk only the mouth smiles. Throughout 
our contact with our customers, from the president to 
the janitor, we strive to apply the above to constantly 
improve our public relations. 

Being a locally owned firm, most of our decisions 
affecting our business policies can be made almost im 
mediately. There is also a close relationship with man 
agement and our credit department which assists us ma 
terially in the handling of our credit volume It is 
recognized that credit is a powerful force in the develop 
ment of our business. By virtue of our size, a great 
many of our customers are known to us personally and 
can be called by name. We naturally press this ad- 
vantage for all it is worth. 


Salespeople Encourage Charge Accounts 


The salespeople in every department make a sincere 
and conscientious effort to encourage their respective cus 
tomers to open a charge account as they realize that their 
future earnings can be greatly increased by this medium 
Cash customers are anyone’s customers while charge cus 
tomers are customers of record. In addition, a more inti 
mate relationship can be built up between the customers 
and the store. 

The credit department works closely with the sales 
people and frequently assists in the final completion of 
the sale. If the customer is willing to open an account, 
he is personnally escorted to one of several private booths 
and introduced to a trained credit interviewer My, 
assistant and I| personally interview as many charge ap 
plicants as we can. ‘Through our personal contact, 
much can be accomplished in establishing this person's 
In the event a borderline 
application is encountered we can immediately, if con 
ditions warrant, take measures to salvage the sale by 
converting the purchase to a Will Call or cash sale and 
eliminate further embarrassment to the customer. In 


future desire to trade here 


nine out of ten cases where refusal of credit is necessary, 
sales are salvaged in this manner by careful handling. 

We try to generate as much good will as possible dur 
ing the credit interview. Pertinent information is se 
cured without asking questions requiring a positive or 
negative answer. We obtain facts in an easy and con- 
versational manner displaying genuine friendliness and 
interest. If the customer’s experience is made pleasant 
it pays dividends in good public relatiorts. 

Realizing credit should sell more goods to more peo 
ple, we adopt a sales-minded technique and offer sug- 
gestions and recommendations for additional purchases 
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while interviewing the applicant. Being collection con 
scious, we guard against overextending the customer's 
account, 

All of our credit personnel are versatile and can adapt 
themselves to all phases of credit. Whenever we are 
able, we hire people who have had some degree of credit 
experience, but usually we must resign ourselves to the 
training of an individual with a moderate amount of gen 
eral office experience. The girl or young man trained in 
the smaller credit office enjoys the work as he is in 
troduced to the complete operation in credit procedure 
and not limited to any one phase. 

Most people interested in obtaining credit are attracted 
to larger department stores due to the many commodities 
made available to them on credit. ‘The prestige of the 
department store is also an influence difficult to overlook. 
The credit facilities offered are many and varied; never 
theless, the flexibility of our operation has helped mate 
rially in our credit growth. 

We sell largely only soft goods, and by necessity must 
restrict our terms. So often the customer loses all desire 
to pay for her coat or dress after the newness has worn 
off. When we interview a charge applicant, a thorough 
discussion of terms takes place. We offer the public 
30-60-90 days to pay for merchandise sold on credit 
However, if the customer has traded with us for a reason 
able period, or conditions warrant, we will extend our 
terms to six months without interest and with no down 
payment. <A tentative limit is established on each account 
when opened, subject to change when necessary 


Our charge application is a 5” « 8” card upon which 
on one side, we record the customer's history. We also 


record the Credit Bureau intormation on the same side 





Low Pressure 


* High reetivity! 
. REPLY-O-LETTER 


*, LEADING SPECIALTY STORE 
® Sent out 20,000 Reply-O-Letters 
Reactivated 4,000 Dormant Accounts 


“DO IT RIGHT NOW— in time 
for the Fall Shopping Season”’ 


Ask us to prove our point — write today! 








Write to: THE REPLY-O PRODUCTS CO. 150 West 22 St. N.Y. 11 


when the account is cleared through the bureau. On the 
reverse side a pen and ink posting of each purchase is 
made listing the debits and credits. Each successive 
charge is listed in this manner so that we have a con 
tinuous record of the customer's buying at hand for easy 
reference. Qur cashiers post to these records during the 
day and by nightfall each charge account affected by the 
We also have a 


machine posted record to a duplicate account ledger, but 


day's business is completely balanced. 


the ledgers are rarely used for authorization. We rely 
solely on the credit cards which are filed alphabetically 
in a Remington Kardex file. 

All charges are referred to me or my assistant if the 
customer has not been paving according to the terms of 
the account. The customer is usually referred to the 
office, and we immediately try to educate the customer 
to pay more promptly, secure a payment to help bring 
the account to date, or convert the charge temporarily 
to Will Call until the account is substantially reduced. 
The personal contact afforded at this crucial time is a 
real advantage and as a rule preserves customer good 
will and salvages a sale 

All accounts are checked thoroughly through the 
Seattle Credit Bureau when the application is first made, 
ind at regular intervals when we deem advisable. The 
money spent in this respect has saved us untold dollars. 

In our store the customer usually insists upon taking 
her selections with her immediately so we are forced to 
make our decision at once or possibly lose the sale. Based 
on what information we can secure through a_ rapid 
Credit Bureau checking and what information we can 
verify by ourselves, we make our decision. Before any 
additional charges are released we make a further check 
ing more leisurely. In our experience we find most of 
our losses occur on the second reorder ot apparel or add 
on charges. 

We have many industries represented in Seattle, and 
our credit people are well versed in the knowledge of 
the approximate earning capacity of the various workers 
in these concerns. We are also well acquainted with the 
geographical area of our city and its surrounding terri 
tory. This information has been extremely helpful in 


making many of our decisions. 


Successful Collection Mediums 

Personalized messages, telephone calls, and personally 
dictated letters have played an important part in the suc 
cess of our collections. The telephone is the best col- 
lection medium, as it affords an opportunity of obtaining 
a definite promise, which if not kept enables a speedy 
follow-up at a minimum of expense. Many of our col- 
lection problems are solved when additional charges are 
made as we can rearrange terms and secure new informa 
tion relating to changes in employment and _ residence. 
Constructive suggestions may also be made to encourage 
the slow pay individuals to pay more promptly, thereby 
enabling them to use their credit privileges more ex 
tensively. 

All adjustments, cash or charge, are handled directly, 
or supervised directly, by me or my assistant so we can 
maintain good customer relationship. It would appear 
that the credit manager of the smaller store is somewhat 
like a utility man on a baseball team playing many posi- 
tions, but the ability and the necessity to fit in as the 
situation requires makes the job highly interesting and 
a challenge. Latalial 
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A Complete Credit Service 


E. (PETE) DEWITT, Manager, Seattle Credit Bureau, Seattle, Washington 
Past President, Associated Credit Bureaus of America 
Past President, Retail Credit Association of Seattle 
Past President, Associated Credit Bureaus of the Pacific Northwest 


FORTY YEARS AGO a group of merchants met in 
Seattle for the purpose of developing a system of check 
ing the paying habits of individuals applying for credit. 


They built up a clearance file, where each firm inquired 


on every applicant before extending credit and placing 
the account on their books. 

Many of the original group are now out of business, 
but the idea and the set ot files kept growing until now, 
the Seattle Credit Bureau has a force of 95 employees 
in its reporting department alone, serving 700 members 
consisting of retail businesses of all kinds—banks, mort 
gage loans, major oil companies, fuel dealers of all types, 
automobile dealers, loan and finance companies, dairies, 
physicians, dentists, ete. 

In addition to the reporting department, the Bureau 
operates one of the more efficient units of the Collection 
Service Division of the Associated Credit Bureaus of 
America 
work, 


employing a personnel of 12 to carry on this 


In the early part of 1947, four department stores and a 
women’s specialty shop formed a Charga-Plate Group. 
The responsibility of maintaining its master file and 
handling the mechanics of embossing and mailing out the 
plates to new customers of the group, was assigned to 
the Credit Bureau. 
form these duties and to service the 300,000 Charga 


Five persons are required to per 


Plates now in the hands of the buying public. 

The entire operation occupies 6,500 square feet of 
The reporting department is so arranged that the 
tiles, containing in the neighborhood of 900,000 records, 


space. 


are located in the center of the office which makes them 
convenient to all sections. 

A Credit Bureau is strictly a service organization 
dealing with a greater portion of its members by tele 
phone; depending entirely on its employees to render 


effectual and courteous treatment when giving reports 


Photo on left shows typing rocm and bookkeeping office. 


Such service can be rendered only by employees who are 
carefully chosen. We have found that those with above 
average grades in school absorb the training more readily 
and develop into more efficient personnel. 

Due to the local employment situation of the past six 
months, where capable people have become scarce in view 
of government orders assigned to Seattle industries, Bu 
reau service has suttered; however, our personnel prob 
lems have improved recently, while still maintaining the 
same standard of employment 

Credit Bureaus throughout the United States and 
Canada work closely with their members, depending 
largely on the local credit men for assistance and co 
operation, to determine jointly what kind of service is 
required to serve the community best. Seattle is no 
exception in this relationship. . 

In April 1947, with the assistance of the governing 
board of the Retail Credit Association of Seattle, the 
Seattle Credit Bureau subscribers, with the exception of 
eight, became members of the Local and National Retail 
Credit Associations. Since this has been accomplished, 
it is an easy matter to settle our mutual problems. 

The Seattle Credit Women’s Breakfast Club, with 
its educational COUTrSes, does a vreat deal to create an 
understanding of the problems of the Credit Bureau 
which helps greatly in rendering uniform service. It is 
recommended that Breaktast Clubs be given the whole- 
hearted support of Bureau Managers throughout the 
country, 

The Bureau works closely with the I Jepar tment of 
Business Administration at the University of Washing 
ton and with the high schools and junior high schools of 
Seattle, by lecturing to their classes and inviting them 
to visit the Bureau. Many of the students avail them 
selves of this opportunity to learn how a credit record 


is maintained, by seeing the Bureau in operation. 


Right photo is one of three telephone reporting sections. 
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geattle’s Credit Bureau 
Adjustm:nt Department 


G. W. BRICK, Manager, Adjustment Department, Seattle Credit Bureau 


Seattle, Washington 


DURING THE PAST 30 vears, use of credit has 
become a universal medium of convenient purchasing 
power. The individual who conscientiously uses credit 
provides himself with a constructive record of his achieve 
ments, possessions and character. Abusing the trust of 
creditors also becomes a matter of record, and as in other 
wayward paths, the abuser finds the path of the trans- 
gressor a dificult one. It would be inconceivable that 
any widespread medium of exchange such as credit could 
function without errors in judgment and misuse of trust. 
\s the function of the police officer is to the enforcement 
ot civil law, so the function of the collector is the main- 
tenance of balance by recovering losses which inevitably 
occur when credit is granted. 

This became so apparent that in January of 1931, in 
the depths of the great depression, the future-conscious 
management of the Seattle Credit Bureau organized the 
Adjustment Department. Like other firms which had 
their beginnings during those uncertain times, the depart- 
ment began modestly. The entire staff consisted of four 
employees, including the manager, and the office space 
and equipment left much to be desired. At first, listings 
of accounts for collection were practically nonexistent. 
‘Twenty-one years later, a staff of twelve people includ 
ing the manager, occupying ample space in a modern 
building with efficient equipment, successfully handles 
thousands of claims each year. 

Unlike Topsy, the Adjustment Department did not 
just grow. Its development resulted from a carefully 
planned policy, from which it has never deviated. A 
policy of scrupulous fairness to both local credit granters 
whom the department represents and to forwarders from 
other cities. A policy of close attention to the details 
ot collection activity to insure customer satistaction and 
of aggressive solicitation of accounts to insure business 
volume. This, linked with the desire to live up to the 
“Collectrite Service” standards of the Associated Credit 
Bureaus of America, is the foundation of the Adjustment 
Department. 

Early in its program, those charged with the responsi- 
bility of operating the department realized that those 
fields which lie beyond the cold terms of dollars and cents 
are fundamental to healthy business relations. Thus it 


became apparent that liaison and cooperation had to be 
established between the department and worth-while local 
and national collection organizations. Consequently rep 
resentatives of the Adjustment Department participate 
in convention activities, sharing ideas for the betterment 
of the collection business. 

Realizing the need of employee and executive educa 
tion in credit and collection work, the Adjustment De 
partment was one of the sponsors of a city-wide training 
course. Representatives of the department were invited 
to be members of the charter committee which planned 
the course, and the first session devoted to collections had 
as its chairman the manager of the Adjustment Depart- 
ment. From this beginning a regular course in credit 
fundamentals sponsored by the Retail Credit Association 
of Seattle has developed and is eagerly attended each 
year by employees and credit executives. 

The Adjustment Department, looking with pride over 
its past achievements, is appreciative of the understand 
ing cooperation of its customers and loyal employees 
without whom it could not exist. With confidence it 
looks forward to many years of continued growth and 
service to business and the Pacific Northwest. 

Shown below is the telephone collectors room at the 
left in the rear of the Adjustment Department. 





A Well-Deserved Recognition 


It is a pleasure to recognize District 10 in this issue of 
The Crepir Wortp. It comprises Washington, Oregon, 
Montana, Idaho, Alaska and the Provinces of Alberta, 
British Columbia and Saskatchewan, Canada. District 10 


has the largest National membership, with a total of 
6,038 as of May 31, 1952. Five cities in the district: 
Spokane, 3rd; Seattle, 7th; Portland, 12th; Vancouver, 
B. C.. 14th: and Tacoma, loth, are among the 25 
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largest associations, with membership ranging trom 496 
to 909, 

This outstanding showing is the result of the fine 
teamwork of credit executives, Credit Women’s Breakfast 
Club members and credit bureau and collection managers 
and the excellent educational program carried on within 
the district. In addition to the annual conference, re 
gional meetings are held in several cities each fall, spaced 
so as to permit the presence of officers of the district or the 
Field Secretary, Walter Jensen. Programs are construc 
tive and meetings well attended.—L. 8. Crewder. 








WHEREVER you are, Seattle, the most beau- 
tiful city in America, sends its voice to you, urging 
you to come for a visit. Located in the heart of 
the great evergreen wonderland of the Pacific 
Northwest, Seattle is surrounded by towering 
snow-capped mountains and shimmering blue 
lakes. Tall green trees, flowers of many colors 
and rolling green lawns add to the breath-taking 
panorama enjoyed daily by more than half a 
million citizens. 

Gentle breezes from Puget Sound make it cooler 
in Seattle in the summer and tourists from all 
parts of the nation enjoy the annual Seafair cele- 
bration each August, a week-long festivity of 
parades, water pageants, royal coronations, fun 
and frolic, presided over by King Neptune and 
his lady fair. This year the Seafair celebrated the 
100th anniversary of Seattle, for it is just 100 
years since a small band landed on Alki Point 
and predicted that the city they were creating 
would be “New York, by and by.” 





Calls You 


ALLAN POMEROY, Mayor of Seattle 


Today, Seattle, the largest city of its age in the 
country, gateway to Alaska and the Orieni., is the 
home of Boeing Aircraft Company, large ship- 
yards, a thriving lumber industry and important 
new additions to the nation’s aluminum tabrica- 
tors. Seattle leads the nation in sea foods, ships 
canned salmon throughout the world and is the 
largest halibut port in existence. The landlocked 
harbor has made Seattle a major port as more 
than 120 seagoing vessels can be accommodated 
at one time. 

Totem poles from Alaska and trademarks of 
the sea join Seattle’s healthy, handsome church- 
going citizens in welcoming you. Seattle's institu- 
tions are sound. Seattle's handshake is warm. 
Seattle is pleased to have the opportunity, through 
the Retail Credit Association of Seattle and the 
Seattle Credit Bureau, to extend this invitation 
to the retail credit fraternity of the United States 
and Canada. This is a city you will be glad you 
visited. 








Cohesion in istrict Ten 


R. T. WRIGHT, Assistant Vice President, Seattle First National Bank 
Past President, District Ten, N.R.C.A. 
Past President, Retail Credit Association of Seattle 


This beautiful City of Seattle, which has almost 200 
miles of waterfront, both salt and fresh, has about a 
half million inhabitants and is the largest metropolis in 
District 10. Our District is the biggest in North Amer 
ica, as it covers the states of Washington, Oregon, Idaho 
and Montana as well as the Canadian Provinces of 
British Columbia, Alberta and Saskatchewan plus the 
Verritory of Alaska. If you will look at a map and 
compare this with other areas you will realize that dis 
tances constitute one of our greatest problems. On the 
other hand, after attending a few ot our Regional and 
District conterences one immediately sees the wondertul 
cooperation and friendliness among credit granters, bu 
reau managers and breakfast clubbers though they may 
live a thousand miles apart 


Justified, we think, is our boast of the best organized 
most cohesive and cooperative district organization in 
the retail credit profession. Obviously such a situation 
is the result of the eagerness and willingness of each mem 
ber to do his part, but it is due mostly to the unceasing 
work and travels of our Field Secretary, Walter Jensen 
of Portland, Oregon. In his quiet but persistent way 
he fills all of us with the enthusiasm and willingness that 


is sO necessary in an organization of this kind 

The 10th District is continuing its growth and a 
tivities this year under the leadership of President 
Chalmer Blair of Portland and is looking torward to its 
Conference next May to be held in that “little bit of 
Old England,” Victoria, British Columbia 


Value of Association Membership 


GEORGE C. MARSHALL 
Manager, Queen Anne Branch, National Bank of Commerce 
Washington State Membership Chairman, District Ten, N.R.C.A. 
Past President, Retail Credit Association of Seattle 


The question is often asked “What can membership 
in the Retail Credit Association do for me?” In a few 
words I would like to make some comments which are 
usually helpful in answering this question. 

Membership in your local Retail Credit Association, 
Credit Granters’ group or Credit Women’s Breaktast 


Club can furnish useful instruction to you and your en 
ployees in retail credit principles. These principles are 
basic for all types ot businesses Qur association, like 
those all over the country, consists of people representing 
a wide range of activities, retail stores, banks, doctors 
} 


dentists, department stores, oil companies and many 
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Consumer Debt—How Much Is Too Much? 


JOSEPH S. BEGANDO 
Chairman, Marketing Department 
University of Kansas, Lawrence, Kansas 


INCE NINETEEN HUNDRED FORTY 

FIVE, when the use of consumer credit be 
gan its postwar upward surge, credit managers 
have wondered just how much debt consumers 
safely could support. Certainly these postwar 
years have shown again that credit buying is im 
portant to the average consumer and particularly 
to the family. The convenience in obtaining 
goods and services through the use of monthly 
charge accounts has prompted consumers to par 
ticipate actively in credit buying. In order to 
satisfy the normal desire for present use and en 
joyment of more costly commodities, consumers 
also have made increasing use of a variety of de 
ferred payment plans. And as always many con 
sumers have been faced with emergency needs 
for cash funds resulting from either the milder 
personal financial disturbances or rather serious 
personal emergencies. 

With these basic motives stimulating them, consumers 
have made increasing use of their credit in each of the 
postwar years. As the year 1952 began they had pushed 
consumer indebtedness to an all-time high of 20.6 billions 
of dollars. This figure was reached as consumer debt 
increased for the eighth year in succession, starting with 
only 4.6 billions of dollars outstanding at the end of 1943 
and rising to the current amount of 20.6 billions ot 
dollars at the end of 1951. 

Table I shows the year-end outstandings in dollars 
for total consumer debt, and for the individual types of 


rABLE I. OUTSTANDING CONSUMER DEBT BY TYPI 
All Figures Are in Millions 


End Total Total Total Total Total 

of Con Install Charge Single Service 

Year sumer ment Account Payment Debt 
Debt Debt Debt Loans 


1931 636 2,204 
1932 ’ 1,518 
1933 As 1,588 
1934 ) 1,860 
1935 3 2,622 
193¢ 
1937 
1938 
1939 
1940 8,16 5,417 


1941 8,826 5,887 
1942 5,692 3,048 
1943 00 001 
1944 061 
1945 62 364 


1946 8,67 000 

1947 

1948 , 

1949 , 3,909 
1950 ) 4,239 


1951 0.6 3 4,587 


credit which comprise the total debt. Examination of 
the table indicates clearly the rapidity of the postwar in 
crease in the dollars of consumer debt outstanding at the 
end of each year. Equally noticeable is the part which 
installment credit has played in that increase, for the 
sharp rise in total consumer debt was almost entirely 
determined by the increase in the use of installment 
credit. Nevertheless charge account debt, single payment 
loans, and service debt have also increased in each year 
since 1943 and are partial contributors to the increased 
total consumer indebtedness. 

The natural result has been for many individuals, 
whether consumers, businessmen, or statesmen, to view 
the situation with some apprehension. On several oc- 
casions since 1945 the continued growth of consumer debt 
has been labeled as excessive and economically dangerous. 
\ good barometer of this uneasiness has been the on 
again-ott-again control of certain aspects of consumer 
credit through Regulation W. 

In the light of these doubts concerning the advisability 
of the increased consumer indebtedness it seems necessary 
that credit men arrive at some conclusion as to how 
much consumer debt is too much. These conclusions 
should come not from an examination of superficial 
aspects but trom careful analysis. There are at least 
three basic relationships which would be helpful to 
credit managers in making an analysis: (1) the relation- 
ship which exists between the dollar amounts of out 
standing consumer debt at the end of each year and the 
value of these amounts after being adjusted to compen 
sate for changes in dollar purchasing power, (2) the 
relationship which exists between the year-end con 
sumer merchandise debt outstanding and the total retail 
sales for each year, and (3) the relationship which exists 
between consumer indebtedness and the ability of 
sumers to retire that indebtedness 


con 


Improper Measure of Consumer Indebtedness 


Because of wide variances in purchasing power, dollar 
volume alone is an improper measure of consumer in 
debtedness. Table II shows the dollar amounts of con 
sumer debt outstanding at the end of each vear, and also 
the value of these amounts after being adjusted according 
to the Consumer's Price Index of the United States De 
partment of Labor. It is not realistic to say that at 
the end of 1941 (the prewar high in dollars of consumer 
debt outstanding) consumer debt was 8.8 billions of 
dollars, and that it was nearly two and one-half times 
as large at the end of 1951 or 20.6 billions of dollars 
After making the necessary adjustments for changes in 
the purchasing power of the dollar, the 1941 figure be- 
comes 8.4 billions of dollars as compared to 11.1 billions 
in 1951. This shows an increase in the debt of only 
2.7 billions of dollars or an increase of only 32 per cent, 
rather than an increase of 11.8 billions of dollars or 134 


per cent. As is well known, but often overlooked, the 
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rABLE Il. TOTAL CONSUMER DEBT IN ADJUSTED 


DOLLARS 
Consumer Debt Figures Are in Millions 

End Total Consumer's Price Total Consumer 

of Consumer Index of U. S Debt in Adjusted 

Year Debt Dept. of Labor Dollars 
1935-39 100 

1936 5,933 99 

1937 6,513 

1938 6,128 

1939 7,031 

1940 8,163 

1941 8,826 

1942 5,692 

1943 4,600 

1944 4,976 

1945 §,627 

1946 8,677 

1947 11,862 


1948 14,366 
1949 16,809 
1950 20,097 11,691 


1951 20,610 85 11,141 


present record number of dollars of consumer indebted 
ness is more an indication of the general inflation than 
of excessive use of consumer credit. 

A second measure of the extent of use of consumer 
credit is found by comparing that part of the year-end 
debt which has come into existence through retail sales 
to the total retail sales for that year. At the end of 
1940 the outstanding consumer merchandise debt was 
10.99 per cent of retail sales, while at the end of 1951 
the amount outstanding was equivalent to only 7.96 per 
cent. Stating this in another manner, consumer met 
chandise debt was equivalent to 40 days of average retail 
sales at the end of 1940 but was equal-to only 29 days 
of average retail sales at the end of 1951. This indi 
cates that consumers, in terms of days of average retail 
sales unpaid, were in a more favorable position at the 
end of 1951 than they were in several prewar years 
It also indicates that the postwar use of retail merchan 
dise credit has been kept in line with previous credit 
experience. 

As in all periods of time consumer indebtedness is 
probably best analyzed by examining the relationship 
which exists between debt and income. Credit managers 
have always related the consumer's use of credit to the 
consumer's ability to pay. With present tax burdens 
being heavier than in most prewar years, it is no longer 
wcurate to analyze consumer incomes without first mak 
ing some deduction for necessary tax payments. Such 
a measure of income is provided by disposable personal 
income. The consumer's ability to pay his 1951 year 
end indebtedness appears better than in several years 
prior to 1941. 

In 1940, when the greatest proportion of consumer 
income was obligated, consumer debt was 10.78 per cent 
of the disposable personal income; and in 1951, when 
consumer debt reached an all-time high in dollars, the 





To do more business profitably, and to help 
locate “lost customers,” always take a com- 
plete credit application from all new accounts 
and check these through your Credit Bureau. 
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debt was equivalent to only 9.26 per cent of disposable 
personal income. This means that in 1940 it required 
39 days of average disposable income to pay the out 
standing consumer debt, while at the end of 1951 only 
34 days of average disposable income were obligated. 

These three relationships support the view that basi 
cally the present consumer indebtedness is not excessive 
Neither does 
it appear that by exceeding the present dollar volume of 
short term consumer debt we will automatically step 
over the brink of consumer financial disaster. 


in terms of successful past performances. 


While consumer debt is now in a position which in 
many ways resembles the highest prewar use of con 
sumer credit, present economic environment in which 
consumer debt is created has changed in many respects. 
It is not reasonable to expect that the use of consumer 
credit would have remained stationary through time 
while other segments of the economy were in motion. 
As striking evidence of the changing economy one need 
only note the population increases in the past few decades. 
In 1929 the population of the United States was about 
122 million persons, but by 1939 it had increased to 131 
million persons and to over 152 million persons by 1952. 
An increase of over 24 per cent in slightly over two 
decades. 

At the same time the number of families (the basi 
purchasing unit tor a growing number of commodities ) 
has also increased. While in 1930 there were nearly 30 
million families, the number had increased to about 35 
million families by 1940 and to approximately 44 million 
families by 1952. An increase of over 25 per cent in the 
last twelve years. 


Increased Demand for Credit 


The rather obvious conclusion is that a greater num 
ber of charge accounts, installment accounts, and cash 
loans would be asked for, granted, and used. This 
would be so even though the desire of consumers for 
the use of credit had remained the same. Yet there is 
ample evidence to indicate that during the past two 
decades consumer acceptance of and demand for credit 
has increased. If this were not so it would give occasion 
for serious examination of store policies regarding credit 
sales promotion, and also the results achieved from con 
sumer credit education in general. Stated very simply: 
More people are using more credit! Clearly then some 
attention must be given to the changing economic en 
vironment before suggesting that today’s consumer in 
debtedness represents an abnormal use of consumer 
credit facilities 

Of particular significance to credit managers in ex 
amining the results of the year 1951 is the fact that the 
rate of increase in consumer indebtedness declined sub 
stantially. As the year 1951 ended consumer debt had 
increased in dollars over the 1950 year-end figure by 
only one-half billion dollars. This was an increase of 
only 2.5 per cent and is in direct contrast with the 
increase from 1949 to 1950 of 3.3 billions of dollars 
or about 20 per cent. 

In fact in terms of stabilized dollar values consumer 
debt decreased from 11.7 billions of dollars at the end of 
1950 to 11.1 billions of dollars at the end of 1951. In 
addition consumer debt was equivalent to only 9.6 per 
cent of disposable personal income at the end of 1951 





when at the end of 1950 it had been 9.83. Also the 
per cent of merchandise debt to retail sales declined from 
8.6 per cent at the end of 1950 to 7.96 per cent at the 
end of 1951. 


1951 brought about an actual decline in the use of con 


It is logical to conclude that the vear 


sumer credit rather than a greatly reduced rate of in 
crease. 

While in some circles this reduction in consumer in- 
debtedness may be attributed mainly to the rather tight 
federal control on consumer installment credit, it is 
dificult to justify such a conclusion in view of the fact 
that similar credit restrictions were in existence during 
several other years since 1945 with results of a quite 
different nature. It seems as though a more realistic 
approach would be to conclude that several fators were 
involved, and that each contributed to the final result. 

Certainly Regulation W has had some effect, particu- 
larly in the automotive field. With down payments be 
ing relatively high and the repayment time relatively 
short, the ability of the average consumer to purchase 
goods on the installment plan has been reduced to some 
extent. Among the other factors working toward the 
reduction in consumer indebtedness is the declining need 
With the 


postponed purchases of the war years nearing fulfillment 


for increased amounts of installment credit. 


the need for installment credit has reached a plateau at 
least for the present. 

In addition the national detense effort greatly modified 
the rate of use of consumer credit during 1951, and will 
continue to do so through 1952 and probably for several 
years beyond. The defense effort has reduced, or at 
least stabilized, the output of consumer durable goods 
by most of the hard goods manufacturers. While there 
is a difference in magnitude, the situation during 1951 
was comparable in some respects to the situation which 
existed during the World War II years in which durable 
goods shortages contributed so much to the reduced use 
of consumer credit facilities 


Movement of Consumer Credit Statistics 


Although certain economic forces such as those men 
tioned above have had their effect in reducing consumer 
indebtedness during 1951, there is perhaps an even more 
important factor. Certainly the ability of each indi 
vidual consumer to manage his own personal financial 
aftairs has had much to do with both the direction of 
movement and the rapidity of movement of consumer 
credit statistics. While certain forces may restrict the 
ability of each individual to exercise a completely free 
decision as to the extent to which he shall obligate him 
self, his own personal judgment as to his ability to pay 
is the primary factor in the determination of the level 
of.consumer debt. It appears that consumers during 
1951 were, as in all past years, evaluating their personal 
credit capacities in terms of the present economic climate. 
Their considered judgment of their own personal cir 
cumstances resulted in a use of consumer credit which 
increased the outstanding debt by only one-half billion 
dollars. 

Closely related is the part credit managers have 
played in determining the level of use of consumer 
credit. Each consumer credit transaction is completed 
only after the credit manager has verified the soundness 
of the consumer's personal evaluation of his ability to 
pay. In addition it is the responsibility of the credit 


manager to evaluate the willingness of each consumer 
to pay. Thus a share of the responsibility for each con 
sumer credit transaction rests upon the credit manager 
Consequently, it behooves him to follow sound credit 
practices in taking credit applications, making investiga 
tions, analyzing credit facts, reaching credit decisions 
controlling credit accounts, and making collections. 

On the basis of the previous analysis it appears that 
the present consumer indebtedness of 20.6 billions of dol 
lars, while evidencing a substantial use of consumer 
credit, does not indicate an abnormal use of credit; in 
stead it indicates a normal demand for and use of con 
sumer credit facilities However, this conclusion can 
not be used to justify credit in situations where indi 
vidual circumstances are not favorable. Each credit 
transaction on the consumer level is a separate trans 
action, and the soundness of the total consumer debt is 
only as great as the soundness of each individual trans 
wction There has never been a period in our history 
when credit men could accept safely all individual ap 
plications for credit simply because an examination of 
the economy indicated prosperity ahead. Poor risks as 
well as good risks exist in all phases of the business 
cycle, and even though present indications are for an 
other good business year in 1952, credit men cannot 
relax but must continue to analyze each credit trans 
action on its own merits. Certainly if the consumer 
credit structure is weakened the primary responsibility 
will rest upon the parties to the credit transaction, the 
consumer and the credit manager ane 
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An Address Given at the Annual Conference of the N.R.C.A,, 


ACH OF YOU has had the experience of re 

turning to a scene which stirs warm and 
happy memories of events which have taken place 
in the past and which may he half forgotten in 
the subconscious mind. I am enjoying that ex 
perience at this Conference, where I a again 
having the privilege of joining in the delibera 
tions of this virile organization, with which I ha 
the honour to be associated 1 past, and of 
renewing acquaintances with many old friends 
whose kindness and help were an inspiration to 
me when I was actively engaged in the retail 
credit profession. 

While it is pleasant to sit around with old friends and 
nostalgically reflect on bygone days, this is not the time 
nor place to do so. In any such gathering as this, while 
inspiration may be gathered from past experience, it is 
toward the future and what it holds for all of us that 
our thoughts must be directed. 

Our two great nations have the good fortune to o« 
cupy and inhabit the North American Continent. We 
have, indeed, much in common. We have shared to 
gether in this century so tar the tragedy and the respon 
sibility of two world wars. We have joined together 
in the defence of freedom and democracy in the Far East, 
are partners in the North Atlantic Treaty Organization, 
and are working together for the defence of this conti 
nent and our respective countries. We have continued 
to be good neighbours tor over 100 years and have jointly 
benefited from a free exchange of social, literary, artistic 
We have 


together, in varving degrees, enjoyed and still enjoy a 


and scientific developments in both countries 
higher standard of living than any country in the world 
It we do not become the victims of overgovernment and 
the excessive taxation which results from an expanding 
bureaucracy the tuture ts bright. This continent or 


which we live can provide an even greater measure of 


prosperity, not only for our children but for many peo 


ples of good will and ambition from other countries 
continents where the tuture seems insecure or where 
hope of freedom is all but lost. 

I am proud of my own country and of its develoy 
is a nation. I am reminded of that line from 
Mikado”: “The idiot who praises, with enthusiastic tone 
all centuries but this, and every country but his own.” 
May I give you a few figures on the economic growth ot 
Canada and the United States which, making allowance 
for the hazards of international statistical comparisons 
illustrate the more rapid rate of economic development 
in my country in more recent times. Between 1939 and 
1950 Canada’s population grew by 20 per cent and that 
of the United States by 16 per cent. In 1950 out of a 
Canadian civilian labour force of 5.1 million, unemploy 
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ment averaged a little over 3 per cent, while in the 
United States 5 per cent of the civilian labour force of 
63 million were unemployed. Employment in manufac 
turing in Canada rose by 85 per cent from 1939 to 1950, 
while in the United States the corresponding increase 
was 48 per cent. 

Canada’s iron ore developments in Labrador, Quebec, 
and Ontario are reminiscent of that hectic period begin 
ning with the opening up in 1892 of the Mesabi Range 
which brought great industrial expansion to the Mid 
western States. And the oil and natural gas develop 
ment in Alberta can match in exciting possibilities the 
first decade of the twentieth century in which the ‘Texas 
oil boom got its real start 

sO you see why l cannot help but be optimistic as to 
Canada’s further development in the vears ahead. 1 hope 
vou will not think me presumptuous when I express the 
belief that a strong Canada to the North of the United 
States can be of mutual benefit to both our countries. 
However, l came to you tod i\ not ilk of interna 
tional affairs, but rather of your chosen profession and 
What changes 


have taken place in the status of the credit man or woman 


the place ot your profession in reta ling. 
even in such a short space of time as the past 25 years 

In the January Crepir Worwp, which, incidentally, 
is one trade journal which I look forward to receiving 
ind reading each month with deep interest, and which 
is a periodical of which the National Retail Credit Asso 
ciation may well be proud, I was particularly interested 
in an article by Dean Ashby. Anything that he writes 
on practical credit problems and particularly on charge 
account promotion I recommend to all of you He 
headed his article “Charge Accounts—Once a Nuisance 

Then a Privilege—Now a Necessity.”.. How abso 
lutely true, and the same can be said of the credit man. 

When charge accounts were just a nuisance, as he 
savs, the handling of the few accounts was added to the 
duties of the already overburdened bookkeeper at his 
high stool in the corner ot the office He was the credit 


man. When they became a privilege, granted by some 


y 
1 


companies to a limited and select clientele of unques 
tioned integrity and credit standing, the accounts grew 
in sufficient numbers to probably justify a personable 
young man or lady in the bookkeeping department being 
issigned to look after them, perhaps with the aid of a 
stenographer, and in some cases using an old-fashioned 
billing machine. 

But when charge acs { i necessity, then did 
the credit man begin to assume his rightful position as an 
executive of real Importance in retailing Somewhat the 
same pattern of development was occurring simultane 
ously in the instalment field until our credit sales man 
wer, which is the title I like best, became responsible 


not only tor charge iccount development, promotion, 





authorization, control and collection, but also for han- 
dling heavy goods instalment accounts and the various 
forms ot soft goods budget plans, such as coupon books 
revolving credit, etc. 

And so the past 25 years in retailing have seen the 
gradual evolution of the credit sales manager trom a 
humble, impotent bookkeeper to the rank of an executive 
whose duties are manifold and whose judgment and 
opinion are sought and respected by management and 
whose influence on retailing is growing in importance 
eac h year. 

I see many familiar faces here of men and women 
who have lived through the changing pattern of retail 
credit development and have now reached positions ot 
executive credit responsibility. I also see many young 
people who have chosen credit work as their profession 
and are on varying steps on the ladder leading to greater 
responsibility within the retail credit field and in even 
wider spheres of retailing. 

It has been my good fortune to spend a number of 
years in executive retail credit administration and so | 
should know some of your problems. For the past seven 
years I have been able to look at credit operations of 
our Company from the viewpoint of general retail super- 
vision. I hope that I am able to suggest to you some ot 
the qualifications and qualities that I believe retail man 
agement should look for and expect from those engaged 
in retail credit sales management. 

Many ladies are present who hold positions of respon- 
sibility in the field of retail credit. I hope they will ex 
cuse me for reference to credit men or credit sales man 
agers this morning. | can assure them that my remarks 
refer alike to either men or women engaged in credit 
work. Perhaps because it is one of the newer professions, 
the credit profession does offer a challenge to the am 
bitious woman and much has been done to enhance her 
position through the medium of the Credit Women’s 
Breakfast Clubs. 
recent years, has provided women with the opportunity 


Participation in industry, in more 


of acquiring a knowledge of the business world never 
before known in history. This knowledge, combined 
with the self-confidence it inspires and based upon the 
sympathetic understanding so naturally characteristic in 
women, enables them to render effective assistance in 
credit work. There is no doubt that a continually 
growing part will be played by women in the credit 
profession, not only as clerks and assistants, but as credit 
executives in their own right. 


Qualifications for Credit Responsibilities 

Here are some of the qualifications and qualities that 
management have a right to expect from those to whom 
they entrust their credit responsibilities: I suppose the 
first qualification is education. I am not here concern- 
ing myself with formal education and whether or not a 
man or woman engaged in credit work has had a uni 
versity education. It is, however, essential that he have 
a background of broad knowledge in order to deal with 
the manifold situations which arise in credit work. He 
should acquire a thorough understanding of the general 
principles of accounting, commercial law, financing, office 
management, and perhaps some economics and _ psychol- 
ogy. If he has not been able to acquire this knowledge 
at college, university or night school, and many uni- 
versities in both countries have courses which embrace 
these subjects, 1 know that the National Retail Credit 


Association has always been most active in sponsoring 
educational courses which have been and are most help 
ful in furthering the credit education of those who take 
advantage of the opportunities these courses present. | 
might here mention that Canada pioneered in the further 
ance of credit education with courses sponsored by the 
Canadian Credit Institute, leading to the degrees of 
A.C. and M.C.I. 


in 1928, were the first of such courses designed for the 


These courses, which commenced 


sole purpose of raising the standards of the credit pro- 
tession. Practical experience is, of course, a great 
teacher, and the experience gained in day-to-day con- 
tacts with credit people and in dealing with credit prob- 
lems as they arise, will certainly broaden credit knowl- 
edge. New methods and equipment will constantly 
appear on the market. Whether or not the credit execu 
tive thinks they may be valuable or otherwise in his own 
business, he should make it his duty to. become familiar 
with such operations by contact with the vendors of such 
equipment, by reading articles regarding their use and 
by contact with fellow credit executives who may be 
using such equipment. 

With education can be linked the ability to impart 
knowledge. The credit executive who is keen to have 
an efficient organization, in addition to acquiring the 
knowledge I have mentioned, should certainly make it 
his business to be able to intelligently impart his know] 
edge and experience to his fellow workers in the credit 
department, and to encourage them in their efforts to 
improve themselves by supporting local credit clinics, 
night classes, and by providing literature on credit mat 
ters for them to read. I should not leave the subject 
of education without mentioning the work that can be 
done not only in educating credit department staffs as 
to credit practices but in educating the public to the 
sound use of credit. A great deal has been done in vour 
country through this Association but I am sorry to sav 
that very little has been done in our country | think 
the Government regulations restricting credit, although 
no longer in effect, have put the public in a receptive 
mood to respond to any campaign as to sound credit 
practices, and the credit executive can do much by co- 
operating in any nat.onal or community movement and 
also in his everyday contacts with his credit customers. 

He should have the vision to foresee and prepare for 
the sound expansion of credit sales and should be credit 
sales conscious, realizing that one of his most important 
functions is the promotion of new credit business. He 
should possess enthusiasm for his profession and its ethics. 
Naturally, if he enjoys his work, he will take an enthusi 
astic interest in it, but, better still, he should be able 
to impart that enthusiasm to his co-workers and to fel 
To do this and without 
interfering too much with his own day-to-day work, he 
should take a lively interest in local, national and inter 


low members of his profession 


national associations of the credit fraternity. 
Good judgment is a quality which is so essential that 


He must have 
caution and at the same time the courage of his own 


it seems almost superfluous to mention it. 


convictions. He should not be influenced by the super 
ficial but should found his decision on basic facts. It 
seems to me that good judgment in credit matters is a 
quality of mind and can be improved only by practical 
experience. ‘T here are many aids t the exercise ot good 


(Turn to “Retailing,” page 26.) 
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INTRODUCING 


eeethe Recordak Bantam Microfilmer 





You can feed documents by the handful. The 
built-in automatic feeder does the rest . . . elimi- 
nates individual check-handling . . . enables you 
to take over 400 pictures per minute. 











You have this choice of reduction ratios . . . and 
you can change from one type of recording to an- 
other in a matter of minutes—simply by substitut- 
ing the desired type of lens kit in the camera. 








... the “desk-top” microfilmer that gives you 
more pictures per foot of film...at sensational speeds. 





Now ... you can record over 

21.000 sales checks ...up to 10,700 

letter-size documents on a 100 foot roll 

of lomm. Recordak Microfilm—the 

greatest number of pictures CVeEF ... Wt 

the lowest film cost per picture! 

And the Recordak Bantam Microfilmer 

does more than cut film costs—it enables 

you to microfilm at maximum speeds... with maximum 
convenience. 

It features a built-in automatie feeder which whisks 
over 100 sales checks into the microfilmer per minute; 
over 200 letter-size documents. And as for convenience 
—look at the compactness of this new microfilmer. .. 
less than } sq. ft. ol desk space is required eee every- 
thing’s at the operator's finger tips—the feeding tray 
and the receiving tray. for example, only inches apart. 

Versatility Plus 
Documents up to 11 inches wide, any length, can be 
photographed in the Recordak Bantam Microfilmer at 
varying reduction ratios to suit your convenience. For 


"Recordak” is a trade-mark 


example, records 11 x 14 inches in size can be photo- 
graphed at a 40-1 reduction ratio, which gives you max- 
imum film economy; also at reduction ratios of 24-1 
and 19-1. using readily interchangeable lens kits.* Doc- 
uments less than 9 inches wide can, in addition, be 
photographed at a 32-1 reduction ratio with an acces- 
sory lens kit.* 


Buy or rent at these low prices 


The Recordak Bantam Microfilmer (with one lens kit) 
and its companion piece, the Recordak Film Reader 
(Model P-40), can be purchased outright for $2225. And 
one year of service—including parts replacement—will 
be provided at no extra cost. 

The rental cost for this combination is $43.50 per 
month ... with no extra charge for servicing or necessary 
parts replacement. 

Write today for complete information on the Recordak 
Bantam Microfilmer. Recordak Corporation (Subsidiary 
of Eastman Kodak Company), 444 Madison Avenue, 
New York 22, N. Y. 


All prices quoted are subject to change without notice, 


*accessory equipment at slight extra charge 


SRECORDERK 


(Subsidiary of Eastman Kodak Company) 


originator of modern microfilming— and its application to retailing 


You can record all documents up to I I inches wide, 
any length, in the Recordak Bantam Microfilmer. 
Thus, deeds, legal-size documents, etc., can be 
recorded as well as your smaller items. 


Your film records will be enlarged sharp and 
clear in the Recordak Film Reader (Model P-40), 
And large-size facsimile prints can also be pro- 
duced quickly —directly from your microfilms, 








Investigating 


| Interviewing 


(he CRE 





Billing Error Survey 


A MEMBER Credit Manager for an Eastern depart 
ment store, doing around $15 million, asked us for 
some information about Accounts Receivable billing 
errors. We sent a questionnaire to several comparable 
stores and here are the findings: 

Question one was: dre you on Conventional Billing 
or Cycle Billing? 56 were on Cycle Billing and 19 were 
on Conventional Billing. 

Question two was: Do your billers stuff their own 
media? 66 said “No” and 8 said “Yes.” 

Question three was: Do you have stuffers? 
“No.” 61 said “Yes.” 

Question four was: Do you penalize you  billers for 
69 said “No.” 7 said “Yes.” 
Question tive was: Do you pay a bonus to billers mak 
70 said “No” and 6 said “Yes.” 

Question six was: Do you keep a record of billing 
errors? 41 said “No” and 33 said “Yes.” 


Question seven was: I/f records are kep 


9 said 


+ said part time. 
excessive billing errors? 


ing few errors? 


hilling 
errors, how many did you have for the last months 
) 


by month 
Atlanta, Ge orgia (Cycle Billing ) 


July 
August 
September 
October 


Errors based on 98 
103,000 statement 
November 

December 


Providence, Rhode Island (Conventional Billing 


Trans 
July 117,000 
111,500 
118,000 
126,700 
163,400 


274,000 


August 
September 
October 
November 
December 


Albany, New York (Cycle Billing) 


Errors 
July 
August 
September 
October 
November 
December 


Toledo, Ohio (Cycle Billing) 


Errors Trans 
October 428 246,558 
November 3 326,239 
December 366 290,044 
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Cincinnati, Ohio (Cycle Billing) 


Errors 
July 60 
August 70 
September 103 
October 117 
November 90 
December 86 


Fotal postings July- 
December 1951—548,761 


VWilwaukee, Wisconsin (Cycle Billing) 


] ily 
\ugust 
September 
October 
November 
December 


Birmingham, 


J ily 
August 
September 
October 
November 


December 
Vinnesota (Conventional Billing) 


July 
\ugust 
September 
October 
November 
December 


Washington, D. C. (Cycle Billing) 


July 
August 

September 

October 


3 
November ; 539,590 
78 


December 


Buffalo, New York (Cycle Billing) 


Trans 
July 125,727 
August 5( 131,721 
September 142,406 
October 166,973 
November 193,111 


December 379,974 


Indianapolis, Indiana (Cycle Billing 


Errors Trans 
October 112,599 
November 106,342 
December y 4 130,03 
January 169,455 
February ; 92,405 





Minnesota (Cycle Billing) 


Trans 
July 2 688,000 
August $40,000 
September 739,000 
October 743,000 
November 630,000 


December 1,132,000 


General comments: 


Maryland 
handle phone bill complaints 
Rochester, New York 


bec ause we don't want to create an excessive feeling ot 


Baltimore, Stuffers also authorize and 


Don't keep record ot errors 


However, each biller knows we find out 
what errors are made. 
Denver, Colorado 

we just bill! 


“competing.” 
Partly due to turnover at present 
Oklahoma City, Oklahoma—Stutters or supervisor 
checks trays before billing—outgoing mail clerks check 
statements for billers’ errors—tind very few. 

Birmingham, labama Have entirely too many et 
rors but have not found any satisfactory way to stop 
them. 

VWemphis, In this area office help turn 


over is our biggest problem. 


Tennessee 
Don't seem to be able to 
keep girls long enough to even properly train them. 
Were formerly on the record keeping and bonus plan 
but found that training and bringing errors to the at 
tention of the person have been the best system 

lkron Ohio 
store. | herefore, do not keep a record, 

A NOXT ille ‘ 


participating in Survey. 


Billing errors are not a problem in our 
Tennessee—Pleased to have opportunity of 
Replies will be of special inter 
est to us at this time, as we are now in process of con 
verting to cycle billing. 

Roanoke, Accurate record of the produ 
tivity of billers kept. We make an effort to improve 
monthly. 


Vir ginia 


Phoenix, Arizona—S$1.00 bonus for biller if control 
18 controls) balances without any checking at all. 3 
billers, each having 6 controls, have proved very successful. 
Tulsa, Oklahoma 


office, but trays are stripped and tickets matched with 


Billing job is handled in another 


statements for photographing in credit office. 
{kron, Ohio—Use Elliott Fisher Machines 


| 
at a premium so we try to make them like us. 


Billers 
Birmingham, Alabama—We have been in business 56 
years. Our general policy has changed little during 
those years and we are considered successful merchants ; 
but there is always room for improvement, especially in 
the bookkeeping department where avoidable mistakes 
can lose customers 

Buffalo, New York—Make it a point to call error 
to billers’ attention. 

i aco, Te xas 


carelessness in billing and try to impress on them the 


Call billers’ attention to all errors and 


annoyance to the customer and possible harm to cus- 

tomer good will, due to unnecessary carelessness. 
VWemphis, Tennessee 

are fortunate enough to keep them sufficiently small 


While some errors are made we 


not to be a great problem. 
Portland, Vaine 


mis-postings 


Billers only in part responsible for 
billing errors) to a greater degree mis 
postings are the responsibility of stuffers and bill checkers 


prior to mailing. On cycle billing, do not feel billers 


should spend more time on a production-line operation 
than to more than glance at the name on the posting 
media. Feel on our volume of statements prepared 
(25,000 to 30,000) we should keep errors down to be 
tween thirty and forty per month; this, however, would 
be ideal. When extra workers such as vacation replace 
ments and peak seasons assist, errors increase noticeably. 
Our ratio errors used to be about the same on conven 
tional billing before we changed to cycle 5 years ago; 
however, we had about 8,000 fewer accounts then. 
Pittsburgh, Pennsylvania—Bonus paid based on num 
ber of items billed only when biller balances each ledger 
VWemphis, Tennessee—Errors in billing detected by 
balancing clerk. No record kept ot number of errors. 
When excessive errors are found, investigation is made 
to determine the cause. 
HW ashington, D. ¢ 
August due to new personnel. 
Ilbany, New York 
billers and stuffers. 
Atlanta, 


Excess errors during July and 


Working on a bonus system for 


Georgia—Use pre-checking and _ stuffing 
system. 

Providence, Rhode Island—Had a 5O per cent turn 
over in the billing department in 1951. 

Milwaukee, 


only for errors located by proof clerks. 


W isconsin—Bookkeepers are responsible 
Placing sales 
checks, cash and credits to proper account is responsibility 
of stuffer and double checked by 


for billing 


girls who prepare trays 
Cincinnati, Ohio—Dropped bonus plan when changed 
to evcle billing February, 1945. 

New York, New York 
tion. Charge billers for all errors. 
bills. 

Buffalo, New York—Expect to install a bonus plan 

Indianapolis, Beginning October reduced 


number of billers from three to two and increased 


Pay billers bonus on produc 


Stuffers also stuff 


Indiana 


salaries of the two. It was our thought that if kept 
occupied, full time errors would be reduced substantially ; 
it is, however, difficult to determine the effect since prior 
to October we did not keep records 

Little Rock, Arkansas 


argument that Cycle Billing produces more 


We have never fallen for the 
satisfactory 
We have neighbors 


who are on Cycle Billing who are not in a position to tell 


results than Conventional Billing 


the amount any customer owes and whose collection pet 
centage in our opinion is too low because of such a bill 
ing system. We post an entire month cutting off the 
last two days of the month and our bills are always out 
in one day. 

Louisville, Kentucky—We do not have ‘r Con 
ventional Billing or Cycle Billing. We use Craig Files 
on a one cycle, that is, we cut off on the 25th of the 
month, then post, photograph, and mail as quickly as 
possible. We call this Country Club Billing, but it is 
not quite that either, because on Country Club Billing 
the customer does not get the saleschecks until the bill 


is paid, while we mail the checks with the statement. *** 
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IVE credit bureaus and tive collection service offices 

have received the highest service award of the Asso 
ciated Credit Bureaus of America, made annually. 

At the International Consumer Credit Conference 
ACBotA 
Awards went to 10 member offices... Executive Vice 
President Harold A. Wallace gave the 


last general session. “The manager of each winning office 


(Washington, June 23-26) 


Xk hievement 
awards at the 


received a bronze plaque with this inscription: 

For unselfish service and meritorious contributions 
to the collection (or credit bureau) profession in our 
program to better serve the credit granters of North 
America.” 

ACBotA’s Credit Bureau Division and Collection 
Service Division Committees make the final choice 
Judging points include the manager's professional ability, 
civic responsibility, cooperation with credit organizations 


and standards of service. 


Credit Bureau Division Winners 


15,000-and-under population group: Credit Bureau of 
Prescott, Ariz.; Herbert O. Ernst, manager. 


Manager Ernst’s bureau has a reputation for high 


quality service throughout the Southwest. He is active 
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in district and national credit meetings; during the past 
vear he served as a member of ACBofA’s public relations 
committee. 

Mr. Ernst is helpful in other bureau’s problems, and 
concerned with civic affairs in Prescott. He is at present 
chairman of the Better Business Committee of the Cham- 
ber of Commerce. 


15,000-to-25,000 population group: Credit Bureau of 


Gaston County, Gastonia, N. C.; Mrs. Pauline Scruggs, 
manager. 

Mrs. Scruggs is a past president and past secretary of 
the ACBof North Carolina. 
tary of the ACBof the Southeast. She is a member of 
the board of trustees of the University of North Caro- 
lina’s Credit Bureau and Merchants Association Manage 
ment Institute. 


She is also a past secre- 


Locally, Mrs. Scruggs is active in Gastonia’s Altrusa 


club. 


25,000-to-100,000 population group: Credit Bureau 
of Decatur, Ill.; George P. Johns, manager. 

Mr. Johns is a past president of ACBofA; was one 
of several managers instrumental in starting the Credit 
Bureau and Collection service Management Institute at 
the University of Illinois. 

He has served as president of his state and district 
organizations, and was one of the winners of the Thomas 
FE. Hite award (for collection service in the Fifth dis 


trict). He is prominent in Decatur’s civic groups. 


100,000-to-250,000 population group: Credit Bureau 


of El Paso, Tex.; Carlos L. Carter, manager. 


Mr. Carter is a widely known Texas credit bureau 
manager. He is a past president of the Associated Credit 
Bureaus of Texas, and has represented that group as a 
director on ACBofA’s board 

He is a past president of the El Paso Lions club, a 
member of all Masonic bodies, past president of the Area 
Council of the YMCA, and has held other distinguished 
offices. 


250,000-and-over population group: Credit Bureau of 
Rochester, N.Y Fred G. Waite, manager 

Mr. Waite is one of ACBofA’s veteran bureau man 
wers. He attended the first meeting of the National 
Association of Mercantile Agencies held in Rochester 
1906. This organization later became ACBofA.) 

Besides his excellent reporting service, Mr. Waite’s 
cooperation with local social agencies is such that he is 
given lists of all welfare cases, and his contacts with law 
enforcement offices help keep his files in top shape. He is 


prominent in local charitable organizations. 


Collection Service Division Winners 


15,000-and-under population group: Credit Bureau of 
Rockland County, Nyack, N. Y.; G. Winthrop Wells, 
manager. 

Manager Wells has a reputation for collection service 
that is both efficient and diplomatic. He is active in his 
state and district associations, is a director of Credit 
Bureau Reports, Inc., and chairman of its publicity 
committee. 


Locally, Mr. Wells is president of the Chamber of 





Commerce of the Nyacks, co-chairman of the Citizens’ 
Committee, and a member of the Rotary club. 


15,000-to-25,000 population group: Harbor Adjust 


ment Company, Aberdeen, Wash.; Floyd Millett, 


manager. 

With a fine record for service on both local and for- 
warded accounts, Manager Millett is additionally qual- 
ified for the award by his interest in community activities. 

He is active in Aberdeen’s Chamber of Commerce and 
Community Chest Work, is a past president of the 
Hoquiam (Wash.) Kiwanis club and now vice president 
of Aberdeen’s Kiwanis. 


25,000-to-100,000 population group: Newark Mer 
chants Credit Association, Newark, O.; Thomas E. Hite 
manager. 

With the announcement of this year’s winners, an 
Achievement Award goes for the first time to a member 
who has been separated from us by death. 

Mr. Hite died April 14 in Florence, Italy, while on a 
long-planned trip abroad with his family. He was the 
unanimous choice of the Fifth district as their nominee 
Besides his excellent record as a collection authority, 
Mr. Hite will be remembered as the donor of the annual 
Thomas E. Hite award for the outstanding collector 
in the Fifth district. His son, Thomas S. Hite, received 
the ACBofA award in his place. 


100,000-to-250,000 population group: Retailers Credit 
{ssociation, Sacramento, Cal.; Arthur F. Henning, 
manager. 

Mr. Henning, a past president of the Associated Credit 
Bureaus of America, is now a member of the ACBofA 
Advisory Council. His collection department has a na 
tional reputation for its efficient and effective service. 

He is a member of Sacramento’s Chamber of Com 
merce, Rotary club, Community Chest Budget commit 
tee, and other civic activities. 


250,000-and-over population group: Creditors Servi: 
Bureau, Houston, Tex.; Sherman Harris, manager. 


é 


Mr. Harris is very active in the Associated Credit 
Bureaus of Texas, Collection Service Division. He has 
also served as the Texas representative on ACBofA’s 
Collection Service Division Committee. This year, he 
was one of the instructors at the University of Texas 
Credit Bureau and Collection Service Management 
Institute. 

Mr. Harris is a member of Houston's Rotary club, 
the Southgate Civic club, and on the board of directors 
for the Men’s club of Temple Beth Israel. 





Thanks to Local Credit Granters 


Without the cooperation of local credit granters, 
the ten offices listed here might have been merely; 
“average.” 

The Associated Credit Bureaus of America offers 
grateful appreciation to you local credit granters 
who are doing so much to help our members grou 
in service. 











Credit Bureaus 


Herbert O. Ernst 
Prescott, Ariz. 


Mrs. Pauline Scruge 


Gastonia, N. C, 


A 


Geor ‘ P John 
Decatur, Ill. 


> 


Carlos L. Carter 
El Paso, Tex. 


Fred. G. Waite 
Rochester, N. Y. 


Collection Services 


G Winthrop Wells 
Nyack, N. Y. 


Floyd Millett 
Aberdeen, Wash. 


Thomas E. Hite 
Newark, O. 


Arthur F. He nning 
Sacramento, Calif 


Sherman Harris 
Houston, Tex. 
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LEONARD BERRY 


HE MODERN manager of credit sales has suc- 

cesstully accomplished, for the most part, the tran 
sition from being primarily concerned with protection 
to placing greater emphasis on credit sales promotion. 
He has developed a positive approach to his job, rather 
than a negative. He merchandises credit facilities. 
( redit sales have become a major objective. 

However, the public venerally hasn't vet caught up 
with this new aspect of retail credit management. Most 
customers still seem to regard the credit manager as a 
combination of Paul Pry, always digging unnecessaril\ 
into one’s personal affairs, and Simon Legree, whipping 
unhappy debtors into payment. 

Probably every retail credit manager has had the 
depressing experience of hearing someone say, when be 
ing introduced at some social function, “Oh! so you're 
the one who sends those nasty collection letters! After 
which comment there invariably follows a detailed re 
cital of a sad experience with the store involving collec 
tion activity. After several such encounters, one is in 
clined to hide the fact of one’s occupation, or at least to 
long for a job that creates more pleasant public contacts. 

It is high time that our retail credit profession re 
ceived the benefit of better public esteem. And this: job 
of gaining more favorable recognition, both inside and 
outside the store, seems to be largely up to us. ‘I he pos 
tive and constructive angies of credit work must some 
how be played up; the negative and protective aspec 
played down. 

That the credit department is the most potentially 
powerful sales building department in the store is no 


longer seriously questioned by anyone. However, until 
we are successful in erasing completely from the public 
mind this false concept of the cold eve and super-critical 
attitude, fostering instead the idea that we welcome the 
opportunity of being truly helpful, those sales potenti 
alities will not be fully realized. 

As a first step in bettering our public relations, we 
suggest that all credit executives adopt the title, Man 
ager of Credit Sales, as officially recommended by the 
National Retail Credit Association 


That title better expresses the broader func 


Many have already 
done so. 
tions of the job; it tells everyone that credit sales are a 
prime objective of the credit office. 

Along the same line, some credit executives correctly 
hold the opinion that Customer Credit Service Depart 
ment is an improvement in terminology over the usual 
Credit Department. In several stores we find credit 
interviewers now being designated as Credit Counsellors 
on the basis that some customers possibly resent being 
interviewed, but have far less objection to being 


counselled. 
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It is becoming very clear that we need a new trade 
that will better describe the promotional 
aspects of retail credit, and, in the vears ahead, un 
doubtedly, there will be many such changes in termi 
nology to fit the modern concept of retail credit as a 
vital and creative force in our eConomy In the mean 
time, whatever we can do, or say, to emphasize the posi 
tive, and minimize the negative, will have a helpful in 
fluence in achieving for us more favorable public 
recognition. 
There are a tew other considerations in. this matter 
which we shall discuss next month. 


This Month’s Illustrations ™——> 


This month's illustrations are all credit department 
letters and forms from Seattle, Washington, the city to 
which this issue of The CREDIT WORLD is dedicated 
Thanks to E. DeWitt, General Manager, Seattle Credit 


] 
in 


Bureau, for his splendid cooperation in assembling 
many excellent examples of business correspondence 
us. It was dificult for us to make a choice. 
Illustration No. 1. This friendly new account ac 
ceptance letter, used by O'Connor's, fine Seattle men’s 
wear store, ts effective in m iking the new charge rwccount 
customer feel very much at home in the store. Note the 
suggestion that pérhaps the new patron has friends who 
would also like to have O'Connor credit facilities 
Illustration No. 2. 


contained in the first paragraph, “We do not feel that 


We especially like the phrase 


our responsibility ends with the delivery ot the met 
chandise, as any purchase from us is guaranteed to be 
\. Blair, Credit Manager 


Grinnell & McLean, strengthens the letter by this fine 


fully satistactory to you.” KF. 


note which cannot help but cause the customer to have 
full confidence in the store. 

Illustration No. 3. The Bon Marche, Seattle de 
partment store has utilized the virtue of brevity in this 
friendly collection reminder. The notice says what it 
While brief, it is friendly and 


cordial, and should collect money with minimum of loss 


has to say, and stops. 


of good will. 

Illustration No. 4. We have often discussed the 
idvantages of printed cards or notices especially in the 
Frederick & Nelson, Seattle 


department store, should be congratulated on this splendid 


early staves of collections 


collection notice as an outstanding example of such 
Illustration No. 5. Here is an excellent communi 
cation expressing appreciation to the “prompt-pay"’ cus 
tomer who otherwise might seldom hear from the store. 
MacDougall-Southwick Company undoubtedly receive 
many favorable reactions to this thoughtful notice. Such 


courtesies have a beneficial effect on public relations 














THE BON MARCHE 


SEATTLE 


August 20, 1 


as a friendly reminder that 
of your August statement is 


Under our billing systes, your « unt is pay- 
able in ful me sonth after illing date, 
y the 
let r we would appreciete your 
check covering this amount. 
If your balance has been paid today, please 
disregard this letter. However, we wish to 
take this opportunity to express our thanks 


and appre tion for your fine petronage. 


ours very truly, 


THE BON mahCHE 


j ’ 
KY ual 


mpart@ent of Ac 





























Do vox hove e quest 
due om your account 
Whatever information 
#1 we want to expedite any 


Please let us hear from 


Fil 











things that y 
we carry very camp) 
{fer you 
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—C REDIT=|— FLASHE 


Jack Dewey Baltimore Bureau Celebrates Seventieth 
Jack Dewey, Credit Bureau of Calgary, Calgary, it Birthday 
Alberta, Canada, died suddenly June 12, 1952, shortly Ihe Credit Bureau of Baltimore, Maryland, this year, 
after arriving at the office. Mr. Dewey had been asso is celebrating its 70th birthday. It was organized in 
ciated with Harry O. Schultz, Manager, since 1916 and 1882 by W. S. Langford, an Englishman, and was known 


' 
{ 
SR RS 


| 
\ 


had been continuously connected with collections and as Langford’s Exchange. He made his own investiga 
credit work ever since. Jack will be best remembered tions, wrote his reports in pen and ink and served as 
by his many friends in the United States who attended office boy and messenger. It was a one-man bureau. 
our International Conterence in Banff, Alberta, Canada, Shortly afterward he withdrew and the merchants took 
in June 1948, where he was the host to many delegates over the exchange and organized the Union Credit Com 
His loss will be keenly felt by the staff of the Credit pany. In 1918 the Company merged with the Retail 
Bureau of Calgary as well as his many friends through Merchants Credit Exchange and the name changed to the 
out Canada and the United States. Union Credit Reporting Company. In 1921 J. W. 
——< Mehling became Manager, who had been identified as 


Help Wanted Secretary of the Retail Merchants Bureau of the Balti- 


more Association of Commerce and Secretary of the Re 








Man or woman thoroughly experienced or will- tail Merchants Credit Exchange. By 1927 control of 
ing to train in collection and loan work. Roby 

Business Service and National Loans, Box 1109, the company had passed from private owners to the retail 
magne City, South Dakota. merchants of the city and the name was officially changed 
to the Retail Merchants Credit Bureau. In 1932 the 


Position W anted— ollection department was added and the name changed 


, igain to the Credit Bureau of Baltimore. Mr. Mehling 

XP N ) 1T MANAGER. Over 19 years’ serv - . 

Expsriencep Crepit MANacer , " continued as General Manager until 1948 when he re 
ice as credit manager for large clothing store and 17 











signed to devote full time to trade association activities 
as Executive Secretary of the Retail Merchants Associ 
ition of Baltimore. He was succeeded by Charles | 
Roycroft, the present General Manager Baltimore is 


3 N the ho 1¢ O he Ret: ] “red Associatio o Balti lore 
Our President Is Honored ee ee 


t loyal and active unit of the National 
). Willard Frieberg, President, National Retail Credit sociation. It is the sixth largest unit in the National 
\ssociation was honored with a testimonial dinner given with 747 members as of August 15, 1952 
him by the Associated Retail Credit Men of San Fran 


cisco, at the Elks Club, San Francisco, July 24, 1952. Eldon C. Higgins Joins Craig Machine 


years’ service as credit manager for large department 
store. Age 60. Prefers the Midwest. Excellent record 
ind references. Box 8523, The Crepir Wor vp. 


The picture below shows those attending the gala affair Elden C. Higgins, formerly management engineer, 
Front row, left to right, are: John F. Klein; Mex Bixel Spiegel’s, Inc., Chicago, IJ., has joined Craig Machine, 
Len Griffiths; and Joe Lopez. Seated: Tom Topp; Joe Danvers, Mass. He will be associated with Jim Griggs 
Krout; Dave Blair; Walter Howe; O. Willard Frieberg ; and Jim McKenna as systems representative and brings 
Al Clark; Frank Batty; and Joe Noonan. Standing to the company a substantial knowledge of the retail ac 
Lew Williams; Roy Tretheway; George Petersen counts receivable field. His practical experience in other 





George Patterson; Clyde Mann; Sol Fibish; Urban related retail systems and methods will be of value to the 
Morf; Monroe Cahn; Frank T. Caldwell; Charlie Ben expanded operations of the company. While he will be 
son; Sam Schneider; and Bill Bradley. Absent were principally engaged in the West and on the Pacific Coast, 
Charlie Doran and Dan Rollands. his services can be made available elsewhere as required 


: Wf 


' 
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Congratulations, Seattle 


In connection with the Seattle membership plan, E. 
DeWitt, Manager, Seattle Credit Bureau, commented as 
follows: “Since 1912, when the Retail Credit Association 
of Seattle was formed, it had been the ambition of its 
membership to have all subscribers to credit bureau serv 
ice afhliated in some way with the National Retail Credit 
Association. 

“The board of the Seattle Credit Bureau met many 
times with the governing board of the Retail Credit As 
sociation, attempting to work out a plan that would serve 
our purpose. It was finally decided that if all subscribers 
of the bureau were made members of the Association, it 
could be done on that basis of a dollar per month pet 
member. 

“A letter was sent by the bureau to all subscribers not 
members of the Association prior to the May billing, 
telling them of the arrangement and that their statement 
would show one dollar for Retail Credit Association dues 
Practically the entire membership of the bureau adopted 
the plan immediately and, as a result, the Association in 
creased its membership from 185 to 512 during May 
(Present membership is 696, the seventh largest National 
unit.) All new subscribers to bureau service automatically, 
become members of the Retail Credit Association of 
Seattle and the National Retail Credit Association.” 

The Seattle plan has been followed by a number of 
cities, principally in California and Texas, with excellent 
results. 

Why not write for full details of the Seattle Member- 
ship Plan? Complete information will be furnished on 
request to the National Retail Credit Association, 375 
Jackson Ave., St.:Louis 5, Mo.—L. 8. Crowder. 


Annual Meeting at Columbia, S. C. 


The Columbia Credit Managers Association, Colum 
bia, South Carolina, recently celebrated their thirteenth 
annual ladies’ night and installed the newly elected officers 
of the association for 1952-1953. Shown in the picture 
below, left to right standing, are: John N. Grice, Presi 
dent; Mrs. John N. Grice; Mrs. Harry W. Campbell 
and Harry W. Campbell, Executive Secretary who has 
held this office since the association was organized 
Dr. William M. Bryant, guest 
speaker; Mrs. B. Lewis Youmans; B. Lewis Youmans, 
toastmaster; Mrs. Henry E. 


Seated, left to right, are: 


Vincent; and Henry E. 
Vincent, past president. The association has grown from 
20 to 65 members in 13 years and a large portion of the 
members also are members of the National Retail Credit 
Association. They are proud of their association which 
incidentally, is the largest in the State of South Carolina. 


wood's RMAS* 


The Friendly Personal 


Door-to-Door 
Solicitation Service 


OFFERS YOU: 


A controlled number of new 
charge customers DAILY- 
WEEKLY-MONTHLY. 


A controlled number of new 
charge customers at a con- 
trolled cost. 


A controlled number of new 
charge customers from pre- 
selected areas. 


Daily reports on causes of cus- 
tomer satisfaction or dissatis- 
faction. 


A permanent, economical, prac- 
tical program for continually 
increasing charge sales. 





WRITE FOR FREE ANALYSIS: 
“Gauging the Effectiveness 
of Charge Account 
Solicitation Methods.” 








A. J. WOOD & COMPANY 
1518 Walnut Street, Philadelphia 2, Pa. 
*The Research Method of Account Solicitation 
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judgment, however, the most important of which is the 
local credit bureau. Through this medium much infor- 
mation and data have been accumulated over a period of 
years which will prove of immeasurable help in gauging 
the credit worthiness of an individual. The inter-lock- 
ing nature of the credit bureau structures across both 
countries has proven of incalculable value in aiding the 
credit executive in the exercise of good judgment. 

While tact may be a quality of mind, it can be greatly 
developed by training and self-restraint. Its importance 
cannot be too greatly stressed. There will be many times 
in the future, as in the past, when the patience of the 
credit executive is strained to the limit, and it is then 
that tactfulness must come to the fore. Tact will be 
required not only in dealing with customers but in his 
contacts with the other divisions of the business, particu 
larly the sales division, but if every success is to be 
achieved, the credit department must be one which is 
known to be co-operative with all other divisions of the 
business. 

Personality may be a natural gift to many people but, 
undoubtedly, it can be acquired. It is not based on good 
looks but rather on good manners and is reciprocal to 
the extent that the person who makes an effort to be 
considerate of, kind to, and interested in other people, 
will usually be treated in a like manner. Unfortunately, 
credit men are supposedly reserved, taciturn and border- 
ing on the pessimistic in their viewpoints. While this 
is only an imaginary picture and not true in fact, the 
successtul credit executive should guard against the pos 
sibility of being accused of such an attitude. His respon 
sibility is for the development of credit sales on a sound 
basis. Consequently, he should have the attributes of 
a salesman, a broadminded approach to problems, a 
pleasant, forthright and enthusiastic manner. 

What appear to be the most serious problems facing 
the retail credit sales manager in the immediate future 
and what will be expected of him by management? 
Apart from the age-old concern about collections, it 
seems that the two most important problems to be faced 
are: 

B The means of stimulating ncreased credit sales 
on a sound basis: credit sales promotion, in other words. 

2. The training and development of personnel to do 
a more efficient job and thus keep credit operating costs 
at a proper level. 

The first problem, credit sales promotion, will be the 
means of giving the credit executive the right to his 
title “Credit Sales Manager.” He should ask himself 
“Am I a Credit Sales Manager?” If the answer is in 
doubt, all means at his disposal must be adopted and 
applied to correlate credit with sales. He must become 
vitally interested in selling merchandise on credit on a 
profitable basis. When an account has been satisfactory 
in performance, every effort should be made to maintain 
the customer's interest in his store and to promote con 
tinuance of credit patronage. All new sources of poten 
tial credit customers should be explored and promoted 
by whatever means lie within the scope of the business 
and are consistent with the policy of his Compar 

During any credit transaction, from the time the cus 
tomer ts greeted by the salesclerk, through the collection 
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period of the account, to the final payment, the credit 
customer should be treated as the most important asset 
the Company possesses. Ask vourself over and over 
again “Am I a Credit Sales Manager?” This should 
be a challenge to each one personally. 

The second important problem, that of training and 
developing of personnel, requires special ability. It is 
one of the most important attributes to be looked for in 
the successful credit executive. In my opinion, it is a 
quality most often lacking not only in credit manage 
ment but in the whole field of retail management and 
supervision. Many large industries in both our coun 
tries are recognizing the importan ( of training super- 
visors in the proper way to deal with people and that a 
practical knowledge of what makes people tick and how 
to deal with them as individuals is needed in order to 
develop and train the staff properly. Therefore, in ad 
dition to teaching staff to do the actual job, we should 
make sure that the supervisor understands his employees 
for then and only then will he be able to lead them 

Assuming that the proper approach to this problem 
is the training of supervisors in the proper way to deal 
with people, we must find the objectives we seek. One 
Company's personnel director has listed the objectives 


as follows: ‘To get the supervisor to 


1. Realize that he should deal with all whom he supe 
vises as individuals. 
é Realize that people are ditterent 


3. Improve his understanding of human behaviour. 


+. Improve his ability to predict and to control human 
behaviour. 

5. Improve his methods, procedures and skills in recog 
nizing, analyzing and solving human relation problems 
realizing, as we all must, that the study of human rela 
tions Is a most inexact science. 

6. Continue his study of human behaviour. 

\ good supervisor should be one who gets his people 


to do what needs to be done, when it should be done 


and the way it should, because they want to do it that 
way. You will find more attention being viven to this 


phase of training in the future. ‘Thoughtful members 





of management agree that the yvreat advances in the 
future will come through the human side of production. 
If business and industry are to make great advances by 
improving their human relations, the supervisor of men 
and women will carry a great share of the load and it 
means that he or she will have to understand human 
behaviour better than ever before. 

Whatever the future may hold, the part that retail 
credit will play in the days ahead, whether beneficial 
or detrimental, whether in the interests of the prosperity 
of your business or as a contributing factor to its failure 
or loss of prestige, lies to a great extent in the hands of 
the individuals who are engaged in the profession of 
credit granting. The extent to which by training, ex- 
perience and intelligent application to your work, that 
vou are able to influence the thoughts and actions of the 
consumer public and retail management, will determine 
whether credit shall continue to be the sound and sane 
medium of purchasing that it has become in the past 
quarter century. bahia! 








Jacksonville, Florida 

The members of the Retail Credit Men’s Association 
ot Jacksonville, Jacksonville, Florida, held their annual 
meeting recently and elected the following officers and 
President, H. Coburn Hendrix, Cohen 
Brothers; Vice President, Oliver A. Jenkins, Duval Jew 
elry Co.: Executive Vice President and Manager, Charles 
E. Moorman, The Credit Bureau; and Secretary-Treas 
urer, H. Syril Sedding, Rhodes Furniture Co. Direc 
tors: Walter F. Koch, Florida Tent and Awning Co. 
Rudy Moss, Young Men's Shop; Charles L. Wells, 
Charles L. Wells Jewelers; Joseph H. Riggs, Florida 
National Bank; Edward W. Rogers, Mather Furniture 
Co.; and E. L. Witt, Purcell’s. 

Seattle, Washington 

At the annual meeting of the Retail Credit Association 
of Seattle, Seattle, Washington, the following officers and 
directors were elected: President, Frank W. Price, Jean 
Hall; Vice President, James E. Lee, The Texas Com 
pany; Treasurer, John H. Gormley, Seattle First Na 
tional Bank; and Secretary, Myron T. Gilmore, Seattle 
Credit Bureau. George C. Marshall, Na 
tional Bank of Commerce; Richard J. Aronson, Aronson 
Hardware Co.; Robert Hannah, The Bon Marche; Paul 
Hungerford, Seattle Trust and Savings Bank; and Lud- 
wig Pick, Warshal’s Sporting Goods. 


directors: 


Directors: 


Birmingham, Alabama 

The new officers and directors of the Associated Retail 
Credit Managers, Birmingham, Alabama, are: President, 
John L. Guyton, Mutual Savings Credit Union; First 
Vice President, Elnor Martin, Vaughn-Weil; Second 
Vice President, Joe H. Cruce, Yielding Brothers; Third 
Vice President, Ike Allums, Haverty Furniture Co.; and 
Secretary- Treasurer, W. V. Trammell, Merchants Credit 
Association. Directors: T. A. Nickel, Bromberg and 
Co.: George H. Allen, Fidelity Mortgage Co.; W. V. 
Beddow, Porter Clothing Co.; Ralph E. Bice, Odum, 
Bowers and White; Mrs. Cherrye C. Branyon, Engel 
Agency; Mrs. Frances Calhoun, Physicians & Surgeons 
Apothecary; Mrs. A. P. Hughes, Merchants Credit Asso 
ciation; Paul Jackson, Southern Bell Telephone & Tele 
graph Co.; Searcy H. Johnson Jr., Moore-Handley 
Hardware Co.; T. M. Nesbit, Finance Inc.; W. A. 
O'Hara, Calder Furniture Co.; and Virginia Young, 
Mariny-Crawford Motor Co. 
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—Position Wanted— 
Credit Manager, experienced, complete de- 
partment store credit and collection operation, 
including accounts receivable and cycle billing. 
Also many years of consumer banking ex- 
perience. Prefer large operation. Excellent 
references furnished on request. Location 
secondary. Box 9521, The CREDIT WORLD. 





Detroit, Michigan 

The Retail Credit Association of Detroit, Detroit, 
Michigan, has elected the following officers and directors 
for the coming year: President, Arthur J. Droste, Fintex 
Corporation; First Vice President, C, Stanley Hourigan, 
National Bank of Detroit; Second Vice President, S. C. 
Patterson, Winklemans; and Secretary-Treasurer, Paul 
E. Thomas, Merchants Credit Bureau. Directors: John 
E. Clause, Ernst Kern Co.; Norman F. Reinke, J. L. 
Hudson Co.; Wilfred Berry, Kilgore & Hurd; Louis 
Disner, Federal Department Store; Hugh Fitzpatrick, 
Michigan Consolidated Gas Co.; J. H. McDonald, 
Milner & Co.; and J. J. Yungman, Sears, 
Roebuck & Co. 


Providence, Rhode Island 

At the annual meeting of the Retail Credit Granters 
of Rhode Island, Providence, Rhode Island, the following 
officers and directors were elected: President, Joseph H. 
Driscoll, Narragansett Electric Co.; Vice President, Wil 
liam A. Reed, Kay's Newport; and Secretary-Treasurer, 
Clinton W. Briggs, Providence Credit Bureau. Direc- 
Archer, Atlantic Refining Co.; John E. 
Burke, Plantations Bank of Rhode Island; Elizabeth D. 
Christie, Kennedy's; Herbert A. Doyle, Petroleum Heat 
& Power Co.; Sally E. Hammond, Tilden-Thurber 
Corp.; Frederick E. Hardy, The Outlet Co.; Charles H 
Jefferds, Providence Gas Co.; Harold B. Smith, The 
Shepard Co.; and Edna P. Stearns, Old Colony Co-op. 


Bank. 


Crowley 


tors: George E. 


Denver, Colorado 

The new officers and directors of the Retail Credit 
Men's Association of Denver, Denver, Colorado, are: 
President, Walter L. Bowen, The Texas Company, First 
Vice President, C. R. Wark, Daniels and Fisher Stores; 
Second Vice President, G. E. Mayo, Securities Credit 
Corporation; Treasurer, Lee C. Ashley, The First Na 
tional Bank; and Secretarv-Manager, Donald H. Puffer, 
Credit Bureau of Greater Denver. Directors: Dr. Glen 
L. Cody; J. E. Roberts; Lee C. Ashley; and Albert R. 
Schumann. 

Milwaukee, Wisconsin 

The Milwaukee Retail Credit Association, Milwaukee, 
Wisconsin, has elected the following officers and dire: 
President, Jacob J. Fuchs, 
Wisconsin Ice and Coal Co.; First Vice President, Fu 
gene P. Lecher, 


tors for the ensuing year: 


Credit Management Services; Second 
Vice President, Francis J. Lukes, Ed. Schuster & Co.; 
and Secretary- Treasurer, Fred S. Krieger, Credit Bureau 
of Milwaukee. Directors: Margaret Sultemeyer, Smart 
wear-Emma Lange; Lyde Kamradt, Motors Acceptance 
Corp.; Dolores Schramm, Boston Store; James P. 
Dowling; M. J. McCoy; S. Bruce Palmer; and John 
McGrath. 
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JOHN F. CLAGETT, Counsel, National Retail Credit Association, Washington, Dig 
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Postal Money Order Form.— The question of re 
vising the money order form by inserting the word “‘ad 
dress’’ below the name of the remitter (as an aid in 
identifying a remitter whose name is illegibly written), 
has been before the membership of N.R.C.A. since a 
resolution on this subject was adopted by the Legislative 
At the Annual Inter 
national Consumer Credit Conference the subject was 


Committee in February this year. 


brought before the assembled members and a_ resolution 
adopted as published in the July Crepir Worip. The 
resolution stated that the N.R.C.A. “takes a firm stand 
on the practicability and desirability of having the word 
address’ on the money order form; and in furtherance 
thereof does hereby urge the Postmaster General to add 
the word ‘address’ when the postal money order form is 
next printed, and to instruct all postmasters to show the 
address of remitters on line now provided.” Prior to 
submission of the proposed resolution to the general ses 
sion it was discussed at the annual meeting of the Board 
of Directors, where it was strongly urged that results 
could be obtained on the resolution if enough members, 
and others similarly affected by the difficult problem of 
identifying remitters, continually call the problem to the 
attention of their local postmasters. 


Prices, Which Way?—The problem was being 
hotly debated in Washington as this was written, kicked 
off by a recommendation by Mr. Arnall, former price 
boss, that the President call a special session to deal with 
the situation. Arnall’s prediction was that the nation 
might be “fon the brink of run-away inflation.”” But the 
political atmosphere seemed to rule out Congressional 
action until after the election, or after the new Congress 
convenes. Meanwhile, reports indicated that the govern 
ment went $3,426,000,000 in the red in July, the first 
month of the 1953 fiscal year. ‘This was over 50 per cent 
more than a similar deficit at the opening of fiscal 1952. 
Tax receipts for the month of July were $3,316,000,000 
and current expenditures $6,742,000,000. The red ink 
for July brought the national debt to $263,100,000,000, 
which is considerably more than is owed by all U. S. 
corporations and citizens combined. The increased debt 
also lifted carrying charges on the public debt to 320 mil- 
lion for July, another new high. 


Installment Credit Up-trend.—Another report 
by the Federal Reserve Board deals with installment 
credit. It is pointed out that, freed from government 
controls May 7, 1952, installment credit increased $593,- 
000,000 during the month of June. ‘Total debt of in- 
stallment buyers rose to $13,767,000,000 as of June 30, 
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breaking the previous high set last December 31 follow 
ing heavy Christmas buying. Nearly half of the big in 
crease in installment buying, however, was accounted for 
by new purchases of automobiles, apparently stimulated 
by fear the steel strike would make new cars difficult to 
get tor some time to come. Next to auto buying was 
installment loan credit by banks and finance companies, 
followed by purchases of television sets, washing ma 


chines, etc. 


New Angles in “Fair Trading.” —* Rough sled 
ding,” any way you look at it, appeared to be most de 
scriptive term for immediate prospects ahead on the new 
law. The Justice Department's anti-trust division has 
been making an intensive analysis of the law. Study 
centers around the question whether the new law, which 
permits manufacturers by agreement with retailers to set 
minimum prices at which their products can be sold, is 
valid against non-signers unwilling to maintain such 
prices, without outright appeal of the Sherman Anti 
Trust Act. Another question, is the retailer who does 
not consent to have his prices fixed, and wants to sell 
his goods for less, deprived of his property without due 


process of law? 


Regardless of what the Justice Depart 
ment itself might do with respect to either of these ques 
tions (and it is to be remembered that President Truman 
declared his reluctance to signing the measure) there can 
be little doubt that private litigation will take the new 
law back to the Supreme Court as quickly as judicial 
machinery will permit. John Schwegmann, operator of 
a New Orleans supermarket, who got the old Federal 
law over-termed, has already announced that he will not 
be bound by fair trade prices set in his state. A warning 
was issued by the National Retail Dry Goods Association 
that “fair-trading’’ manufacturers may face loss of busi- 
ness if they fail to recognize the retailers’ increasing ex- 
penses when they establish retailer margins. If the sell 
ing price of an item is not sufficient to cover increased 
operating expenses, and at the same time permit a profit, 
manufacturers may find that retailers will turn from 
branded goods to lines offering greater opportunities for 
profitable merchandising. 


Construction Application Criteria.—National 
Production Authority makes it clear that critically im- 
portant industrial expansion projects necessary for defense 
will receive top priority for allotments of steel for the 
fourth quarter of this year, even if this requires deferral 
of new starts in other industrial and commercial con- 
struction. 
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Collecting by Personal Call 


R. T. MOORE, The T. Eaton Company, Limited, Toronto, Ontario, Canada 


| Bigs apie by personal call concerns that 


method of collection which is the most expensive 
in retail credit work, therefore the one to be used least 
frequently, or, only when necessary. It is true that ac 
counts such as those with insurance companies are col 
lected by regular calls made weekly by the salesman; but 
to some extent they are of a different type, in that they 
give the salesman an opportunity to establish new con 
tacts, either directly or indirectly, and to be constantly 
on the job, ever alert to the appearance of prospects for 
insurance sales. 

In the earliest days of retail credit, or instalment buy 
ing, it was the custom for people to pay their retailer 
once a month for the current month’s purchases, but, to 
buy merchandise, to use the old expression “a dollar 
down, a dollar a week,” or a dollar down, and the rest 
when you can catch me,” was frowned upon and it was 
considered to be (and I use the word advisedly) a dis 
grace to have the collector from Smith Bros., call once 
a week to collect your dollar on the dining room suite, or 
whatever the goods might be. ‘Today that type of per- 
sonal call is discouraged at every opportunity, for it trains 
the customer into the habit of having the collector call 
regularly. ‘Then when it does become a little difficult 
to make payment, “the collector did not call at his 
regular time.” 

Money spent to investigate properly before authorizing 
credit is money saved on collection work. Collections are 
costly and personal calls are the most expensive. There 
fore, in developing your customer into the habit of ex- 
pecting the collector once a week, you are using the most 
expensive way possible to collect your accounts. As a 
general rule, follow the principle, “I will send the col- 
lector to call on a customer only when I have failed to 
obtain a satisfactory response by telephone, by notice, by 
form letter or special letter.” There are certain ex 
ceptions, to some of which reference will be made later. 

Now, the question arises, why make a personal call ? 
Consider these circumstances: 

1. Other means of collection have been followed 

through but without satisfactory results. 

Special cases where information indicates that it is 

advisable to take immediate steps to protect your 

interest. 

\ personal call supplies you with a more accurate 

assessment of the debtor’s circumstances, 

From observations of the living habits of the debtor 

the collector can draw some conclusions as to the 

sincerity of the intention to pay. 

Misunderstandings can be more _ satisfactorily 
cleared up when it is not conveniently possible for 
the customer to call at your place of business, and 
letters of explanation and ‘phone calls have failed, 
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6. With “skip” or “locate” cases, your collector can be 
used to call on references and to make discreet in 
quiries at or around the last known address. 

I prefer to discard the use of the word collector: in 
stead to call him your company representative, or you 
might even go so far as to say “vour salesman.” “The 
public with whom he comes in contact are those whose 
accounts are in arrears and less desirable as credit risks, 
but it must be borne in mind that, in the majority of 
cases, it is not intention to evade one’s obligations, rather 
it is circumstances and poor management which have 
finally caught up with your debtor. They are people 
from all strata of society, therefore, to a great extent 
your representative is your salesman, who is out selling 
your customer on the idea of paying up his or her a 
count. Usually, it is found that these people have more 
than one obligation with more than one retailer; there 
fore, it is the representative who sells his point most 
strongly who gets these accounts paid up at the earliest 
possible date. It is only too true, when applied to the 
work of making a personal call on delinquent customers 
that “It is not what your representative says or does, it 
is how he says it or how he does it.” 

The first call is of paramount importance. It is at 
this time that your representative must size up your cus- 
tomer to a fairly accurate degree and make an estimate 
on the type of individual with whom he is dealing. The 
appearance of the home is indicative usually of the finan- 
cial circumstances, and more so the managerial ability of 
your customer to look after his own affairs. These first 
impressions should prove valuable in determining the 
type and method of approach. Remember, you are deal- 
ing with all strata of society and each call presents a 
separate and individual problem. As you discuss the 
account with the customer, who is the debtor, size up in 
your own mind; is there a legitimate reason for the de- 
linquency, such as sickness, or unemployment? Would 
this party pay without undue pressure? But remember, 
at the same time the customer is sizing up your representa- 
tive possibly thinking: ‘Does he mean business? Can I 
put him off with an excuse? Is this just a routine call 
with which he puts in time, or is he determined that some 
thing be done about the account at once? | must make 
my position and circumstance clearly understood.”” There 
fore, if your representative does not impress your cus- 
tomer, the door is closed and on completion of the call, 
the customer will likely say something like this: “Well, 
I've got Smith Bros. stalled off for a while longer, if I 
can only do the same with Jones Bros., I will be able to 
stop MacGregor’s from garnisheeing my wages.” 

The personal call will usually place the debtor at a 
disadvantage and cause him to feel a little embarrassed. 


If your representative is firm but polite, determined and 





aggressive, he will be more successful in selling the debtor 
on the idea of meeting his or her obligation. This ap 
proach will cause the customer to feel that the best must 
be done to alleviate the situation, either by payment then 
and there, or by a promise to do so as soon as possible. 
Should your representative be unable to obtain anything 
definite, he should impress upon the customer the neces 
sity of calling at the office without delav: or within a 
reasonable period of time, say within two or three days 
or a week. In doing so you are avoiding the encourage 
ment of that bad habit; a call at another and regular 
Another 
point in this connection is that having the debtor in the 


, 
intervals to collect the balance of the account 


office provides a certain advantage, in that you now have 
him in a different situation, away from his home environ 
ment. You can appraise him and assess him in a different 
light. This, combined with the information supplied by 
your representative will give you a truer and more a 
curate picture of the type of person with whom you are 
dealing. 

In some Instances your representative will not tind the 
customer at home. It is advisable, therefore, to have a 
supply of cards stating who called and why. One of 
these may be placed in a plain envelope, sealed and ad 
dressed to the debtor and left behind by your salesman 
With larger organizations, the card frequently states the 
name and phone number of the clerk directly concerned 

The results obtained by personal call cannot be assessed 
in terms of dollars and cents. ‘That may seem, to some 
an unusual statement, due to the fact that operating 
costs are a most important factor in retail credit work 
In the majority of cases the personal call results in the 
debtor getting in touch with the office, preferring to do 
this rather than to discuss the account with your rept 
sentative. Failing this, a letter mav be written o iking 
explanation and satistactory arrangements; or a telephone 


In the 


call may be made to your collection department 
case of the customer who has moved or whose circum 
stances have ch inged, satisfactory information is obtained 
usually your representative which serves as a reason 
ably accurate guide to vour collection clerk as to what 
further steps should be taken to collect the account. On 
the other hand he may obtain information indicating that 
a further expenditure of time and money would be use 
less and even if payment is made, it would cost as much 
or more than the amount realized He may also find 
out tor vou whethe r or not this person continues to be in 
possession of your merchandise. In other words, the 


true worth of your representative is based on these 


tangible results rathe in on the amount of dollar 


cents directly obtained. 
Misunderstandings and Complaints 


I did mention before misunderstandings regarding the 


amount of the balance. In this category you might also 


include Complaints. Such cases attord an excellent op 


portunity tor your representative to be an ambassador of 
good will and a real salesman Repe ited] | have seen 
this occur; reasonable attempts made by telephone or let 
ter have failed to satisfactorily clear up a complaint or 
misunderstanding \ personal in such a case quite 
often flatters the customer and makes him feel that there 
is a justification for his attitude. This paves the way 
towards an explanation being made more easily. A sen- 


tence or two and the debtor acknowledges the incorrect- 


ness of his or her statement or vice versa. In this con 
nection, it is a good point to have your representative so 
trained that if there is an error on the part of the com 
pany, he will acknowledge that mistake immediately and 
give every reasonable assurance of its being looked into 
and rectified at once 

So often it happens that as a result of said misunder 
standing or complaint being cleared up in this manner 
you have built up a bond of good will which your cus 
tomer does not forget for a good many years to come; 
and also results in his or her telling their friends “what a 
fine firm Smith Brothers is with which to deal.’ This 
calls to mind an incident which took place last fall. It 
was an instalment account and the full cash price of the 
merchandise had been paid. The customer had no tele 
phone and se eral letters had tailed to bring the desired 
result. Finally the representative was sent He was 
supplied with a statement of the account as it was sus 
pected that the amount of balance might be questioned 
The lady got out her receipts and checked them with the 
collector and still found that there was an amount of 
$4.50 unpaid. “But,” she said, “I have paid $90.00, the 
price of my cloth coat.” “Oh, yes,” the representative 
said, “that is the cash price. In order to give our cash cus 
tomers the benefit of having paid cash for the goods, we 
find it necessary to make an additional charge, in this 
case, S4 50 is the amount of the Carrving (¢ harge a ‘I he 
lady said, “Carrving Charge? Why, I carried the coat 
home myself.” 

Thus far, I have dealt with some of the phases of 
the personal call and the advantages to be gained thereby 
No doubt the question has been arising in your mind 
what is he going to say regarding the qualifications of a 
collector or personal representative ? The tact that he 
must be a salesman and an ambassador of good will has 
already been stated. He should have an appearance that 
would command attention and carry the necessary pres 

ge. He should be neat and presentable, but definitely 
not expensively groomed. He represents your company 
in just the same way as a display window He should 
be able to meet all types of people under any circum 
stances and still be able to maintain that re spect necessary 
to uphold the diplomatic and discreet in all his dealings 
He should be thoroughly trained in the operation of your 
credit and collection department, so that when he dis 
cusses your account or any phase ot the transaction he 1s 
in a position to speak authoritatively rather than having 
to sav, like little Johnny I n home and see what 
\MIummy wants me to do. 

He Is meeting with various types such as the very 
PeCTSUASIVE SOK il climber, and the modest, unassertive in 


dustrial worker. 


He must be able to refrain from ir 
rele int controversial disputes which tend to antavonize 
the customer and lead away from the purpose of th 

\t the same time he must be firm and aAULTessive ind al 
to assert himself on behalf of the company in a positive 
manner. But, particularly in connection with aggressive 
ness, he must remember not to persecute He must be 
human, have the ability to understand and to size up 
people, and at the same time be practical in his decisions 
and judgment. That is, he must be a practical psychol 
ogist. He should have some knowledge ot con mercial 
law, particularly those laws covering contracts of sale 


both absolute and c« nditional wen 
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ROM REPORTS reaching this office and comments of Managers of Credit 
Sales made to me personally, members representing different lines of busi- 
ness and located in various parts of the country have inaugurated credit sales 
promotion programs. 







In one city which I visited recently, the bureau manager mentioned that 
one store had requested the checking of 10,000 names to be completed within 
90 days. Such a task is impossible in such a short period of time and particu- 
larly under existing personnel conditions but there is no reason why it cannot 
be done within a reasonable time. 







Promoting credit sales should be at the top of your list of important activ- 
ities. It is recommended that a number of prospective customers be written 
daily and checked through the credit bureau promptly as replies are received 
evidencing interest in the opening of an account. It is not only desirable to 
add new customers but to interest former customers in using their charge 
accounts again. Many Credit Managers have stated that accounts in the in- 
active files are a ‘‘veritable gold mine’’ and if followed regularly, results are 
highly satisfactory. 


In the early stages of inactivity, N.R.C.A. stickers can be used success- 
fully. Accounts inactive for six months or longer should be written at least 
once a month every three months for the first year of inactivity. In the letters 
mention should be made of some outstanding sales events in an effort to attract 
customers to the store. 













Another successful plan has been to write customers who have made pur- 
chases on an installment basis and whose indebtedness will be liquidated in 
two or three months, suggesting that they add to the account without making 
a down payment and continuing the monthly payments then in force. This 
is recommended. only where monthly payments have been made promptly as 
agreed. 


Still another successful promotion is the personal contact of prospective 
customers by an outside firm specializing in that work. Details of this plan 
and the name of the firm will be furnished on request. 











Developing credit sales is one of the major responsibilities of the Manager 
of Credit Sales. Future progress depends largely upon the success of the 
promoticn. 






September is a good month in which to start such a campaign. 


Wi rten 


General Manager-Treasurer 
NATIONAL Retatit Crepit Association 
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assorted $3.50 a 1,000 in lots of 100. Order from N.R.C.A., 37 


» Jackson Ave., St. Louis 5, Mo 











Offered by Popular Request —Fills a Long-Felt Need 


NEW N.R.C.A. CREDIT EDUCATION EXTENSION COURSE 


PRIMER IN RETAIL CREDIT 


A correspondence course designed especially for newer personnel in credit offices and credit bu- 
reaus, smaller businessmen, and others seeking a broad general knowledge of retail credit operation. 
Foundation course for those wishing to specialize in retail credit management. 





Based on Textbook 


IMPORTANT STEPS IN RETAIL CREDIT OPERATION—by Dr. C. W. Phelps 


(Cloth bound 72 pages) 


Five lectures sent at weekly intervals, including one devoted to credit correspondence. 


Examination (optional) ten written questions. Successful students will receive a LETTER OF 
CERTIFICATION, signed by the General Manager-Treasurer, National Retail Credit Associatior 


Cost — Only $5.00 


Includes textbook Important Steps in Retail Credit Operation, and a free copy of “Credit Depait- 
ment Letters,” paper bound, 48 pages, 38 original letters. 


~* «40 SOUND KNOWLEDGE IN RETAIL CREDIT OPERATION AT LO'Y .OST 


NATIONAI 

375 Jacksor 

Please enroll 

Name 

Firm 

City Zone 

Check enclosed Mail me a bill 








